Why Jackson, Miss. Dealers Lost the New Home Market 


IN 
THIS New Lowe's Store Combines Price and Service 


ISSUE: 
Dealer's Ceiling Tile Promotion Boosts Sales 40% 
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DEXTER 


REPLACEMENT 


_=6KIT 


® Doubles your profit — you sell a Dexter 
lockset with every LOCKIT 

® Completely covers all holes, scratches and 
unpainted areas 

@ Fits all locksets with 2%” to 2%” roses 

® Replaces all mortise locks with escutch- 
eons up to 7%” in height 

® Large escutcheons No. 1826 —3%” x 
10” also available 


MSS NRTA tll paige a Uh SS 








Catalog No. 1830 


LOCKITS are individually pack- 
aged, 10 to a self-selling carton 


DEXTER LOCK DIVISION 
DEXLOCK Dexter Industries, Inc. — Grand Rapids, Mich. 


In Canada: Dexter Lock Canada Ltd., Galt, Ontario. 
sy DEXTER In Mexico: Dexter Locks, Plata Elegante, S.A. De C.V. © 


Monterrey. Dexter locks are also manufactured in Sydney, | 
Australia and Milan, Italy. 


BUY DEXTER 





Flintkote salesman 
P. J. Keigher tells why... 


Flintkote’s line 
of strip shingles 
are the greatest 
buy in roofing! 


“Take our 12” Tapered Strips, for example.They pack 25-35 % 
more weight at the exposed tab. This extra weight—up to 
60 Ibs more per square than in other premium shingles 
makes Tapered Strips the most dependable protection 
you can give a roof.”’ 

“Our Seal Tabs,’’ continues Phil, “have a special adhesive 
applied to the underside of the butt. The sun’s heat bonds 
the Seal Tabs together so that not even hurricane winds 
can lift them.”’ 

“The 12"’ Thikbut shingles give you two shingles to sell for 
the price of one. They’re double thick at the butt—the 
place where the sun hits and breaks 

down ordinary roofing.” 

For particulars, literature on Flint- 


kote’s complete line of roofing, see 
your Flintkote representative. You 
will find him a great guy to work 
with...and he knows his stuff in 


building materials. 


America’s broadest line of building products 


The Flintkote Company, 30 Rockefeller Plaza, New York 20, N.Y 
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Exclusive “Dollars-to-Dealers”’ 
Promotion from JZ OM. 


Guaranteed Fiberglass Panels 


A NEW HIGH IN SALES SUPPORT— 
BIGGEST DEALER BACK-UP EVER 


Profitable promotional news from FiLon! The 
biggest advertising campaign ever for fiberglass panels 
—developed exclusively for greater dealer sales, top 
dollar profits. It means “dollars-to-dealers” the year 
around from homeowners, builders and contractors. 
A dynamic demand-building promotion designed 
especially for you. 


“SELF SERVICE" SALES TOOLS 


FILON sales tools are designed to help you make 
faster and easier sales. Compact, space-saving displays 
to fit any store layout. Banners, identification signs, 
photos, descriptive, informative literature and in- 
stallation plans to meet every customer requirement— 
all free to FiLon “Class A” Dealers. 


IMMEDIATE DELIVERY: FILON is warehoused by over 160 
Distributors from coast-to-coast in U.S. and Canada. 
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THE NATIONALLY 
ADVERTISED FILON 
GUARANTEE LABEL— 
Your customers’ 
assurance of 

superior quality. 


NATIONAL ADVERTISING 


“Class A” Dealers will feel the impact of Fitun 
advertising in Saturday Evening Post, Better Homes 
and Gardens, American Home, House Beautiful, 
Good Housekeeping, Popular Mechanics, Popular 
Science, Family Handyman, leading Shelter annuals 
and semi-annuals, Farm publications—plus ads to the 
Home Improvement and Fence Contractors. All sales 
leads from ads are distributed to “Class A” Dealers. 


LOCAL AND REGIONAL ADVERTISING 

FILON and its distributors blanket the nation 
with local and regional advertising that features names 
of all “Class A” Dealers. These continuing local and 
regional campaigns mean added support—added dol- 
lars to FILON “Class A” Dealers. 


JOIN FILON’S “CLASS A” DEALER PROGRAM TODAY 
For complete details, contact your nearest Filon Distributor, Filon Sales 
Office, or write: FILON PLASTICS CORPORATION, “Class A” Dealer Program 
Headquarters, 333 North Van Ness Avenue, Hawthorne 92, California. 

| am interested in receiving full particulars about FILON’s “Class A’’ Dealer 
Program. 





NAME 





COMPANY PLASTICS CORPORATION 


FREE 
ADDRESS TO “CLASS A” DEALERS 
CITY ZONE STATE Compact 3’x 4’ wall dis- Los Angeles © New York ® Chicago ® Atlanta 
play unit. A complete Dalias * Miami ® Philadelphia © San Francisco 
Filon Sales Center. Pittsburgh © Denver ® Indianapolis © Seattle 
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Something To 
Think About. . . 


¢ Do you know any Young Turks? 
Maybe you are one yourself. 

In 1908, a rebellious group known as 
the Young Turks forced the restoration 
of the Constitution in Turkey, deposed 
the sultan and put themselves in com- 
mand. They were a reformist group, 
but with daring and flamboyant natures. 
Ever since then, any faction which 
seizes control from conservative leaders 
are often called Young Turks. 

The home building industry has more 
than its share of Young Turks. These 
are the young men (and some not so 
young), who feel it their duty to change 
the industry from one of slow custom- 
construction to one of mass production. 
What’s in their favor is that if the 
country is to be adequately housed, the 
industry more or less must follow some 
of their advanced beliefs. 

The business history of Jackson, 
Miss., told in this issue on page 64, 
shows what can happen when a few 
daring Young Turks set out to change 
things. During a span of a dozen years 
the Young Turks of Jackson turned the 
home building industry upside down. 
Today they sit on top of the new home 
market in Jackson, replacing veteran 
lumber dealers who once had control. 

Leading dealers in any market can 
forestall a rebellion among builders if 
they would realize the need for new 
ways of doing business. 

A dealer, more than anyone else in 
the building chain, can help his builder 
customers develop land. A dealer can 
assist builders by yard prefabrication. 
Even if a dealer doesn't get into land 
or fabrication, he can mechanize his 
yard for fast, sequence delivery to tracts 
and he can help his builders merchan- 
dise their homes. Many dealers have 
adopted these control methods with suc- 
cess. 

Some dealers go a step further and 
jump into the building business as con- 
tractors to supplement their retail lum- 
ber and building materials sales. 

If dealers do not act, the chances are 
good that Young Turks among the build- 
ers will sooner or later get into the ma- 
terials business, like the Sheppard broth- 
ers. Read their story on page 66 this is- 
sue. 


WHAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanert principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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C. Hager & Sons Hinge Mfg. Co. * St. Louis 4, Mos 
in Canada, Hager Hinge Canada Limited + Kitchener, Ontario 








Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience hd 
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PERSONAL VIEWPOINT 





Boycotts and Component Trend 


_ Just when house components and new construction materials are be- 
ginning to catch fire, a potent road block has developed. 


The National Association of Home Builders has told Congress that 
legalization of the proposed secondary boycotts for the construction 
industry would “cause a set back of many years” in the logical develop- 
ment of new materials and cost-saving building techniques. 


NAHB’s position was strongly stressed by a tough statement presented 
to the House Labor Sub-committee by past-president Rodney M. Lock- 
wood, Detroit. The sub-committee is considering H. R. 9070, which 
amends the Taft-Hartley Act permitting secondary boycotts at the build- 
ing site. Presently the bill has been approved by the sub-committee and 
reported to the full labor committee. A companion bill $.2643 has been 
introduced in the Senate by Sen. Kennedy. In brief Lockwood com- 
mented: 


“Our research activities in collaboration with universities, colleges. 
private foundations and manufacturers convinces us that a revolution 
in home building is currently before us,’ Lockwood testified. 

“In the next 10 years, we will witness more new materials, new meth- 
ods of construction and new building techniques than this industry has 
seen in our entire history. 


“. . . To approve secondary boycotts at the construction site is to 
license economic coercion on neutral employers and employes in labor 
disputes arising out of new and revolutionary materials and products, 
which will allow the home building industry to bring more and better 
homes, at lower costs, to the American public,” Lockwood concluded. 

emcee | Lockwood also mentioned that he disagreed with the con- 
tention that secondary boycots were being pushed by the unions for 
organizational or recognition purposes. 


“The threat of a secondary boycott or the secondary boycott itself,” 
he contends, “is more often used to enforce an untold number of re- 
strictive practices or featherbedding conditions. These principally con- 
cern the use of various types of materials, the prohibition of certain 
restrictive work practices, the use of prefabricated components, the use 
of pre-assembled units, union label products and a host of other prod- 


ucts.” 


Lockwood's able summary of the dangers of secondary boycotts in 
the construction industry pin-points the opening gun for an important 
battle. Surely it has been shaping up for sometime. In brief, labor will 
not accept without a fight all the new products and efficient new meth- 
ods. Their stand on secondary boycotts is the most recent example of 
this point of view. A year or so ago it was the battle fought and won by 
Andersen Corp. on preglazed windows. 


We do not believe unions will be successful in holding back new prod- 
ucts and more advanced building methods. It may seem that they have 
great strength at present with certain members of congress. Further, 
obsolete building codes are on their side. But we have visited many re- 
search laboratories of this industry during recent months. We’ve seen 
and heard remarkable things which just can’t be stopped by labor unions 
with short-ranged viewpoints. Our population is booming and America 
is going to need every technical advance to properly house its many 
citizens. 


While every dealer, jobber and manufacturer is urged to call or wire 
their representatives and senators on the present boycott bill, this is only 
to fight an immediate situation. Just ahead there’s the long-range job of 
educating union members on the benefits of new products and advanced 
building methods. We advocate joint union-industry meetings to explore 
in advance every new development. 


We'd also like to see union members visiting our research labora- 
tories, experimental houses, component and prefab plants. Otherwise 
you can expect much more restrictive legislation at all levels—city, 


county, state and nationally. 
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NEW 
DEVELOPMENTS 


American Lumberman, April 11, 1960 


DISAPPOINTING MARCH HOUSE STARTS are generally anticipated with severe 
weather conditions blamed for the showing. This follows an equally 
poor February when starts hit a seasonally adjusted rate of 1,115,000 
units. 

Looking ahead, F. W. Dodge says contracts for future construction in 
February were down 8% in dollar volume from the same month in 1959. 
The number of homes represented by contracts totalled 75,114, down 11% 
from February 1959. 

Middle-priced homes dominated the start picture with the prices rang- 
ing from $14,000 to $25,000 with customers who are second and third 
time buyers. Many of the people interested in homes under $14,000 are 


now purchasing older homes in that bracket. 


NAHB OFFICIAL NOTED EASIER MONEY this week in their Washington letter. As 
others have done, they credited lagging auto sales, a weak stock mar- 


ket and other factors for the change. 
The trend was confirmed by Kenneth G. Heisler, director of the National 


League of Insured Savings Associations at a recent meeting of Cincin- 
nati Real Estate Boards. He said, however, "I do not mean to suggest 
that 5% home mortgages are around the corner. On the contrary, we 

are in the middle of a cycle of high interest rates which may continue 
for several years." The S & L official stated that "the recent easing 
in general money rates is a forerunner of somewhat easier money and 


credit conditions this year." 


CHANGED BUYER QUALIFICATIONS are expected by NAHB and others as the most 
significant switch for the mortgage picture. As Heisler states no dras- 


tic reduction in the cost of borrowing is in the cards. Present new 
home buyers, however, are a different animal today buying their second 
or third home. They have equity in their present house... some- 
thing which interests all lenders, encourages liberal arrangements. 

















OF M.I.T. INTO THE COMPONENTS arena has great significance. NAHB has 
commissioned this famous school to investigate how they are presently 


manufactured, costs, the whole bill of goods. 
Manufacturers, jobbers and dealers--all are either making or consider- 


ing production of some type of components. Prefabers, the big firms, 
aren't too worried noting that to date most of this talk has been on 
production not the merchandising and financing, the strongest cards 
for big-scale prefabing. Preliminary 1960 prefaber estimates now are 
from 130,000 to 140,000 homes this year. 


RISING HOME IMPROVEMENT VOLUME is proving a lifesaver for many dealers 
faced with a sharp decline in new home building this spring. Selling 
the package seems to have finally been accepted as the only sound tech- 
nique for both sales and dealer profit. 
Confirming the rise in remodeling sales, the Commerce Dept. and others 
say additions and alterations in January were up 20% over the same 
month in 1959. Our dealer-sponsored consumer magazine, "Home Main- 
tenance & Improvement" plans a record print run for the Summer issue, 
published June lst. The magazine, incidentally, is now edited somewhat 
to influence women and older teen-agers, who have a vital role in buying 


and influencing remodeling. 


GRADING ALL LUMBER going into FHA housing was opposed by many builder groups 
without much effect. It went into force throughout the country April 
lst to the joy of most dealers, wholesalers and mills. FHA Commis- 
sioner Zimmerman was under considerable pressure for postponement or 


outright junking of the ruling. 
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“Well Known, 
Branded Items Like 
Sisalkraft Products 

Definitely 
Help My Business” 


Dealers tell us they feel that way about Sisalkraft 

products because, year after year, they find the sale of 

a Sisalkraft product results not only in a fair profit to Pa ~~ 
ther, but also in a satisfied customer. Sounds like good # # a 
business to us. We plan to keep it that way. ISA K 


= 

+ = - 
SELL THE QUALITY SISALKRAFT LINE 2 a 
SISALKRAFT — For concrete curing and protection — general weather 

protection. SISALATION — Reflective insulation and vapor barrier. 

VAPORSTOP Low cost, rot resistant vapor barrier. SISALITE, 

SISAL-GLAZE, ESKAY-LITE — A complete line of flexible and AMERICAN SISALKRAFT CORPORATION 
semi-rigid plastic films. COPPER ARMORED SISALKRAFT Chicago6 + New York 17 + San Francisco 5 

— For concealed flashing and waterproofing. MOISTOP — Polyethylene in Canada: Murray-Brantford Ltd., Montreal 

and reinforced paper — a permanent vapor barrier. . 


reinforced paper, foil and plastics for construction, industrial packaging and agriculture 


April 11, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 5 on Handy Cover Card 











atts 


a 
yum 
* 























teat 





7st been trampled by traffic? 


' , p ? CY PIIZES. 


y , / " > 
( e ] svenacta 





Th / r vy B } yveepstakes 
vy } , h/t em where they ‘ 

t : bh} hood There 
ynlement / a r 
P af Saturday 
f pP f . Y Hor ekeep/ing 
y 7 peE e/ 


r ; yin n th 


Here’s how to make sure 


ee ee 





Yon an da: weepst 7/€S-aiads 
y 4 H Dp y/dge you 
F not f co/or 
7 \ 2k CC 
a f th ationa Tek 
7/ that sdentirfies yo 
ee, fake fry heacgau fers 


‘Your local Barclay /Barclite distributer is listed below: 


ALABAMA 
Birmingham 
Birmingham 


Cole Manufacturing Co. 
Wimberly & Thomas Hardware Co 
Copeland Glass Co 

C 


! rado 

CONNECTICUT 

New Haven New Haven Reserve Supply C 

Norwalk Fairfield Reserve Supply 

South Windsor Wharton Distributing 

Unionville Superior Building Supply Co 

DELAWARE 

. Brandywine Dealers Reserve 
ufman Glass 


Jacksonville oa Oak Flooring ( 
Miam anta Oak Flooring 
Orlandc Atlonte 0 

Atlanta Oak Floo 


Albany Hardware 

Addison-Rudesai, in 
Dixie Fiywood Co. of Atlanta 
Pratt ¥ Build poly 


Dixie Plywood Co S nv 


) 


Midwest Jobbers, in 
umber 


Indianapolis 

1OWA 

Des Moines Quea 
KENTUCKY 

Lexi ngton Central Kentucky 
Louisville Kentucky 


LOUISIANA 


MARYLAND 
Baltimore The Kimbail-Ty 
MASSACHUSETTS 
Fall Rive sanford a4 
Wm. E. Bixby Building Materials, in 
The Ethide 
Warrer 
The 
MINNESOTA 
Minneapolis Brodun Sales 
MISSISSIPPI 
Jackson ackson Sash & D 
MISSOURI 
Kirksville Wheeler Tire & Supply 
St. Louis Missouri Builders Speciaity Co 
oe a 


Om. C plidated Supply Co 

—— “haMrsnint 

Conc Major L. Rodd & Son 
Knowlton & Stone Co 


Masters Supply Co 


Newark S Hardware Co 
Newark Voight Carpet Co 
Washington Masters Supply C 
NEW YORK 
Binghamton Ge Millwork Supply, inc 
Buffalo ric anadian Lumber Corp 
Hempstead Wholesalers Nassau-Suffolk, in 
Malone Sa tpo nt Supply Northern WN. Y. Co., in 
Mineola, L. | Reserve Supply Corp 
Pineaire, | Reserve Supply Corp 
Poughkeepsie Laminate Distributors, Inc 
Riverhead, L Reserve Supply Corp 
Rochester Genessee Reserve Supply, !n 
Saitpoint Supply Corp 
Goldberg Wholesale Supply Corp 
Wholesale — 4 Supply Inc 


NEW YORK CITY 

ronx H. E. Schiff Distribu’ 
Manhattan Connell! Bros 
Port Richmond Staten Island Plate G 
NORTH CAROLINA 

shevilie Newman Wholesale 
Charlotte Dealers Supply 
Charlotte Piedmont Glass 
Durham Dealers Supply Co 
Raleigh Sash, Door & Glass Corp 
Wilmington Becker Builders Supply Co 
Winston-Salem Fogle Bros 
Winston-Salem Parker Morris Associates 
onto 

Akron Delocon Wholesale Supply inc 
Cincinnati H. Howard Razer Co 
Columbus Columbus Pipe & Equipment Co 
Toledo American Sash & Door Co 
OKLAHOMA 

Tulsa Hanna Lumber 
PENNSYLVANIA 
Bellefonte M. L. Claster & Sons, inc 
Clarion Rea ag yo e 
Erie Erie Lumber 
Erie M. Schafer Whol peale Co 
Harrisburg D. & H. Distributing Co. 
Johnstown McClure & McClure 
Johnstown Quaker Sales C 
McKeesport Commercial Service 
Philadelphia Crest Aluminum Products Corp 
Philadelphia Philadelphia Reserve Supply 
Philadelphia Williams Products Co 
Pittsburgh William T. Leggett Co., in 
Scranton Scranton Brush 
= \hes-Barre Eastern Pennsylvania Supply Co 

‘ork Jnion-Roofing & Paper Co 

anose ISLAND 
Sear voed Sanford Gold & 
Providence V. P. Winter Distributing ( 
sour ‘CAROLINA 
Charleston Rhodes senper Co 
Spartanburg enn lage Paint & Gias 
TENNESSEE 
Chattanooga pie Manufacturing Co 
Knoxville Cole Manufacturing 
Memphis Cole Manufacturing Co 
Nashville Tennessee Meta! Moulding 


Davidson Sash & Door 
rank Paxton Lumber Co 
Texas Sash & Door Cx 
Houston Sash & Door 


Wetmore 
VIRGINIA 
Norfolk slobe tron Construction Ce n 
Richmond Sash, Door & Glass Cx 
WEST VIRGINIA 
Blue fielc Bailey Lumber 
Service Glass Cc 
Building Products Supply 
son & Sons 
WISCONSIN 
Green Bay umber Dealers Supply 
Milwaukee T Esse 
WAWAII 


Honolulu Lewers & 
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Matching Putty Sticks Panel Stretchers 


... hide all nail holes effectively ... Make it a simple matter to ...can be used in combination 
because they are matched at the match built-ins and accessory with panels to give added height 
factory to each panel finish. woodwork to PlyWeish Paneis. or to vary wall pattern. 


ELSH the only complete 





10 molding patterns pre-finished 
to match all PlyWelsh panels 


W-201 
Casing and 


Apron Casing 
11/16” x 2%” 


W-207 
Base 
9/16” x 34” 





W-201-R 
Pre-rabbeted 


54” x 2%,” 








Sell the complete PlyWelsh package for remodeling 


When you sell the complete Bruce 
PlyWelsh line you can offer everything 
needed for a finished job. Hardwood 
moldings in 10 patterns are factory- 
finished to match the wall paneling. 
Matching panel stretchers, putty sticks 
and stains are also available. PlyWelsh 


panels have the famous Bruce finish 
developed for use on hardwood floor- 
ing. That, plus the PlyWelsh accessory 


items, makes this the most salable, 


most profitable line in the industry. 


Write for complete information or con- 


tact your PlyWelsh distributor. 


WELSH PLYWOOD CORPORATION, SUBSIDIARY OF E L. BRUCE CO., 1218 N. HOLLYWOOD, MEMPHIS, TENN 


W-204 
Mullion and 
Chair Rail 


W-211 

Cove and 
Inside Corner 
¥,” x yy” 


—-——— wre a ee a 


W-206 
Stop 
7/16” x 1%* 


W-212 
Outside Corner 
¥,” x ¥,” 





The finish won't chip off! 


pre-finished hardwood paneling package 
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“ILCO “UN IVERSAL” 


with parallel arms 
FOR INSTALLATION ON RECESSED SIDE OF DOOR WITHOUT BRACKETS 


This closer packs a 3-way sales punch. It elimi- 
nates headroom interference: it is safely out of 
the way when the door is opened. Its installa- 
>, tion is neater, less obtrusive — no brackets are 
= required. And finally, it is completely depend-, 
able. 
Available for parallel arm installation with non- 
holder arm, with 135° holder arm, and with 
180° holder arm. 





To cash in on Fall and Winter door closer sales 


BE SURE YOUR CLOSER STOCK IS 


COMPLETELY UNIVERSAL! 


ILCO “UNIVERSAL’ 


FOR RIGHT OR LEFT HAND INSTALLATIONS WITHOUT CHANGE 





Here’s the closer that licks normal installation 
problems. It’s ready for mounting as is... . 
without any mechanical change . . . on right or 
left hand doors. No more “‘ wrong handed”’ in- 
stallations. 


All ILCO “UNIVERSAL” closers are uncondition- 
ally guaranteed for 2 years (except when mis- 
applied or abused), have a rugged, leak-proof 
construction, an extra powered helical coil 
spring and a heavy, forged steel, one-piece 
shaft and crank which eliminates breakage. 
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Superior mechanical strength: 
Over 200 high flying pounds safely 


suspended on a single screw hook 
driven into the edge of this X” Formica 
Flakeboard sheet. Proof positive of 
the superior screwholding power 
resulting from Formica’s balanced 
3-layer construction! 


Formica Flakeboard is the finest 
underlayment for decorative laminates 
because; (1) It's designed and 
manufactured especially for use with 
Formica decorative laminates and 
adhesives. (2) It’s made of fresh-cut, 
debarked timber and impregnated 
with resins developed by Cyanamid’s 
world renowned scientists. (3) It’s 
unequalled for screwholding power, 
internal bond strength, smooth 
surface and machinability. 








Test new Formica Flakeboard at 
our expense. Write today for free 
sample (cut from regular production- 
run boards, not specially treated ). 
Formica Corporation, a subsidiary of 
American Cyanamid, 4652 Spring 
Grove Ave., Cincinnati 32, Ohio. 





NOTE: Formica Flakeboard is available 
east of the Mississippi River only. 


see if in action 


Formica Flakeboard color movie to be 
released soon. Write for showing by 
your local Formica representative. 
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Write for free sample and 
a dramatic demonstration 
of Formica Flakeboard ‘ 


properties before planning a product of 





ae next decorative 
minate installation. 
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The Grilles your customers can’t resist .. . 


Nationally 
mere | Advertised 
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M-D FITS-ALL NO. 5 M-D FITS-ALL NO. S6 M-D FITS-ALL NO. 8 
Fully adjustable for Very graceful in design Features M-D's patented 
nearly all standard size and is fully adjustable “flower-pot’’ style hold- 
screen or metal combi- on standard size screen er; for most standard 


nation doors. size doors. 


| 0) ©) ©) 0) 62 628, 
> ann ae GO 





M-D FITS-ALL NO. 9 M-D FITS-ALL NO. 1 M-D MESH GRILLE Nu-WAY SCREEN 
Accordion-like actionof Interlaced ribs form DOOR GRILLE 
strong protection. For For doors or window 
guards. Fits 30”. 32", 
36” and 42” doors. 


M-D FITS-ALL NO. FS 
Can be adjusted to fit A distinctive grille de- 
all doors from 22” to signed to fit all standard this grille permits ex 
30” wide, and from doors and adjustable to pansion to fit all doors. 32” and 36” doors. 


75” to 55” high. many others. 


ORDER TODAY — your 


Sold by all Hardware, 
BUILDERS Lumber and Building DEALERS order will receive prompt 
shipment. 


Supply Dealers. 
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| Do MORE for 
ANY DOOR! 


M-D PUSH 
GRILLE NO. 11* 
Made especially for 
storm doors. Available 
for 32” or 36” door. 12” 
high. *Initial Optional 


M-D PUSH GRILLE NO. 4 
A graceful and very inexpensive 


push grille. 4” high for 32” or 
36” doors 


M-D PUSH 
GRILLE NO. 23 
Made especially for 32” 
or 36” combination 
doors. Approximately 

23” high 


M-D PUSH 
GRILLE NO. 414 
Diagonal bars adjust to 
door width. In 2, 3 or 
4 bar styles for 32” or § 

36” doors 


M-D PUSH GRILLE NO. 6 
For aluminum or wood doors. 6” 
high for 21”, 23” and 27” insert 
ponels and for regular 32” or 
36” doors 


—- 
/* 


M-D PUSH 
GRILLE ~) v, 

NO. 15-42 er 
An elegant addi , 
tion to any com 
bination door 
16” high for 42” 
doors 
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M-D PUSH GRILLE NO. 15* 


Graceful addition to any combination 
door; wood or metal. 16” high for either 
32”, 36” or 42” doors. *Initial Optional 


M-D PUSH GRILLE NO. 18 
Made especially for combination 
doors, 16%" high for 21”, 23” 
and 27” insert panels and for 
regular 32” or 36” doors. 


M-D PUSH GRILLE NO. 12 
A handsome grille made especially 
for storm doors. Available for 32” 
or 36” doors. Grille is approx. 
12” high. 


Nationally Advertised in 17 leading Consumer Magazines! 


MACKLANBURG-DUNCAN 
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“Woodwork ts a hallmark with us” 


Says GEORGE J. CYRUS, Evanston, Illinois 
Builder and Real Estate Executive 


*‘Wood windows, shutters, and trim are 
hallmarks of a Cyrus-built apartment on 
the North Shore. Aside from the grace 
and beauty which this woodwork adds to 
our apartment homes, there are several 
practical points. We checked and found 
that construction, heating and glazing 
costs would all go up if we didn’t use 
wood windows. So, we stay with wood and 
we like it—our apartment renters do, 
too,”’ says Mr. Cyrus. ‘‘The graciousness 
that woodwork adds to an apartment 
building can’t be underestimated as a 
renting factor.” 


MEMBERS—Woodwork Group 
Andersen Coétporation 

Anson & Gilkéy Co. 

Biltbest CorHoration 

Boise vork Gale Corp. 





ales Dept. 
icorporated 
reen Co. 

urtis Companies, Inc. 
Delta Millwork, Inc. 
Farley & Loetscher Mfg. Co. 
Grinnell Sash & Door 
Hurd Millwork Corp. 
Huttig “ae Co. 
ideal Co. (Wm, Cameron & Co.) 
International Paper Co. 
— Long Bell Division 
Malta Manufacturing Co. 
Missoula White Pine Sash Co. 
Morgan Company 
Philadelphia Screen Mfg. Co. 
Rock Island Millwork Co. 
Semling-Menke Co. 
The Hotchkiss Brothers Co. 
Wabash Screen Door Co. 
White Pine Sash Co. 


MEMBERS—tLumber Group 
The Anaconda Company 
Associated Lumber & Box Co. 
Bate Lumber 

Biagen Lumber Co. 

Boise Cascade Corporation 
Brooks-Scanion, Inc. 

Cal-ida Lumber Co. 

Collins Pine Co. 

Crane Mills 

Diamond National Corp. 
Georgia-Pacific Corporation 
Gilchrist Timber Co. 

Edward Hines Lumber Company 
Kaibab Lumber Co. 

Long Lake Lumber Co. 
McCioud Lumber Co. 
Michigan California Lbr. Co. 
J. Neils Lumber 

Ochoco Lumber Co. 


Oregon Lumber Co. 

Pickering Lumber Corp. 

Scott Lumber Co., Inc. 

Setzer Forest Products 

— Div. of Glenco Forest Products 
Raiph L. Smith Lumber Co. 
Southwest Lumber Mills, Inc. 
Tarter, Webster & Johnson, Inc. 
Tite Knot Pine Mills 

U. S. Plywood Corp. 

— California Division 

Warm Springs Lumber Company 
Weyerhaeuser 

Winton Lumber Co. 


ASSOCIATE MEMBERS 
Alimeta! Weatherstrip Co. 
The Caldwell Mfg. Co. 
Casement Hardware Co. 
pre or ¢ a Co. 
W. J. Dennis 

Dorris Lumber & Mouldin Lon 
Grand Rapids Hardware 
Monarch Metal Weatherstrip Corp. 
Protection Products O. 
Unique Balance Co. 

Wood-Treating Chem icals Co, 
Zegers, Inc. 





Howard Irwin, Architect 


BEST BUILDERS’ GUIDE TO WINDOW QUALITY 
BECAUSE WOODWORK IS SO GOOD TO BUILD WITH 


“anaen fxs = aa ae ace 
American W000 WINDOM, Institute iz / i> 
FORMS - UNITED STATES COM: S$’ 
Wee woooworkK 


The American Wood Window Institute Seal on Windows is your guarantee that they ee 
conform to the specifications of F.H.A. standards and are: An Association of Western Pine Producers and Woodwork Manufacturers 
Correctly designed e Preservative treated ¢ Properly balanced e Properly constructed 39 S. LaSalle Street - Chicago 3, illinois 
« Made from carefully selected kiln-dried lumber e Efficiently weatherstripped. 
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They’re all 
talking 
about the... 


WRITE NOW 
FOR OUR FREE 
DESCRIPTIVE 
LITERATURE 


COMMERCIAL BODY CORPORATION 
233 W. GARDEN ST. ° DEKALB, ILL. 


FOR NORMAL USE 


Removable cross members are installed in spe- 
cial brackets over well area. 


FOR ADDED VERSATILITY 

Easily removed cross members are stored forward 
in a Special housing. This opens up the entire ex- 
panse of the well area for convenience in handling 
door and window frames, insulation, cement, etc. 


THE PLANT BEHIND THE PRODUCT 


soe 
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Hauling logs from the woods or lumber to Louisville.. 


our F-1000s average over 5 miles per 


SAYS DON COLLINS, CO-OWNER 
FLOYD COLLINS SAW MILL 
COLUMBIA, TENNESSEE 


“W, 4 * : 

e are using Ford F-1000 trac- 
tors at both ends of our operation— 
one hauls logs from the woods and 
the other delivers rough-cut lum- 
ber and heading to points as far 
away as Louisville. Both tractors 
have the same engine, transmission 
and two-speed axle; each averages 
better than five miles to the gallon 
even though the two operations 
are entirely different. 


“These 59 Ford Super Duties 
outperform any other truck we've 
tried. They not only travel more 
miles per day but they do it with 
a lot less trouble. We have had one 
engine tune-up in 50,000 miles on 
the highway unit, and nothing on 
the logger in 30,000 miles. This is 


a welcome change from the experi- 
ence we had with another make 
truck doing the same job. This 
other truck just about ‘nickel and 
dimed’ us to death and cost us 3 
motors, 3 rear ends and 2 transmis- 
sions in 125,000 miles of operation. 


“Our drivers are good experi- 
enced men and they are much 
happier with the Fords. They claim 
that these new Ford Trucks drive 
better, ride better and have better 
brakes than any other truck in their 
class. Another reason we use Fords 
is that they are easier to maintain 
and we always get good service 
from our Ford Dealer. All in all, we 
think Ford Trucks are the best for 
our type of work.” 
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Again in’60O 
FORD TRUCKS 


offer Certified Savings! 


Yes, this year, if you buy a Ford Truck, you get a truck 
with certified economy in the three major expense items: 
gasoline, tires and initial price. 
Best Gas Mileage! Results of second running 
of Economy Showdown U.S.A., show 1960 Ford 


¥a-ton Pickups won every test—beat the average 
of other four leading makes by 13.1%. 


Double Tire Life! Under average conditions, 
Ford's truck-type suspension gives double the 
front tire life of that obtained with ‘‘soft-type”’ in- 
dependent suspension used on some 1960 trucks. 


Lowest Prices !* New 1960 Ford 'o-tonners are 
’ ra] priced from $33 to $181 below those of leading 
D competitive makes. List prices of Ford Light and 

Medium Duty models are lowest in their class. 


CERTIFIED DURABILITY ... 


The refinements built into the 60 Ford Heavy and Super 
Duty Trucks for longer life and greater reliability will 
also bring savings to your operation, 


Automatic Radiator Shutters, standard on 
all Super Duty models, add considerably to engine 
life. Reduction of coolant temperature variations 
from a 79° range to a 20° range means less expan- 
sion and contraction, more efficient combustion 
and better lubrication. 


Dynamometer Tests of Ford's submerged- 
type electric fuel pump showed no vapor lock at 
temperatures up to 200° F. Incipient vapor lock 
with mechanical fuel pump resulted in a 9% power 
loss under the same conditions. 


Shaker Table Tests pius constant exposure to 
oil, water and heat proved Ford’s 1960 wiring 
harness to be three times longer lived than the 
1959 harness. 


CERTIFIED ECONOMY REPORTS ... 


Certified results of these and other tests 
conducted by America’s leading automo- 
tive research organization, plus a compar- 
ison of manufacturers’ suggested list prices, 
are now available at your Ford Dealer's. 
Take him up on his offer to check the rec- 
ords .. . see and drive the new Ford Trucks 
ap ... and youll save for sure! 

The driver for Floyd Collins Saw Mill says this Ford 

F-1000 tractor is the “runningest” truck he has ever «Based on latest available manufacturers’ suggested retail 

driven. He makes the 250-mile trip to Louisville in six prices, including Federal excise tax, excluding dealer prepa- 

hours and that includes a 30-minute stop for eating. ration and conditioning and destination charges 


FORD TRUCKS COST LESS 


LESS TO OWN...LESS TO RUN... BUILT TO LAST LONGER, TOO! 
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‘| stock only L-0-F Window Glass 
because it cuts better 


Marvin Smith, Owner, 
Lorain Dover Hardware, North Olmsted, Ohio 


“Il never thought there was a difference in glass until I tried 
L-O-F. It really cuts better. Doesn’t have hard spots that cause the 
cutter to skip. And there’s no special knack to cutting it, even our 
part-time clerks can do it. You can even trim as little as 1%” off a 
pane of L-O-F window glass without it breaking. Naturally, the less 
breakage we have, the more profit we make. 

“Glass is a lucrative part of our business. That’s why we have 
our L-O-F Glass Center in the main section of our store. It’s a constant 
reminder to our customers.” 


























43 
FRONT Grune 


CLOSED Back 


New box rack needs only 12 square feet of floor space 
Holds glass right in L-O-F’s self-storing plywood-side 
boxes. Easy to construct. Ask for blueprints of WG-3 
Rack. Identify your glass department with new hand- 
some sign, same as in photo at left. Only 15 cents from 
your L-O-F Glass Distributor (listed under ‘‘Glass’”’ in 
the Yellow Pages). Distributors: order in cartons of 25 
($3.75) from Libbey-Owens- Ford Glass Company, 
811 Madison Avenue, Toledo 3, Ohio. 


WINDOW GLASS 


The glass that cuts easier, snaps clean 


GLASS Toledo 3, Ohio 


L LIBBEY - OWENS - FORD 
sd 
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FLOOR, WALL, CEILING, 
ROOF AND 








GABLE COMPONENTS — 


P-B Components 
increase your sales 
to builders 


KKK) — 








CUSTOM-BUILT 
TO FIT ANY PLAN 


Homasote Company believes that the suc- 
cess of the retail lumber dealer is vital to 
the prosperity of the whole building indus- 
try. He must be kept in the picture, able 
to make profits consistent with the amount 
of effort he is willing to put into his own 
business. 

Today—with P-B Components—the 
retail lumber dealer is equipped to com- 
pete—in both price and quality—not only 
with conventional building, but with every 
form of prefabrication. The P-B Compo- 
nents Plan is the result of 24 years of 
pioneering by Homasote Company; no 
other firm can offer you any comparable 
length of experience. This know-how is 
your guarantee of the highest possible qual- 
ity in materials, design and workmanship. 

P-B Components are custom-built to fit 
each individual house plan. The owner 
gets the house he wants. He does not have 
to buy a stock model. He gets it in three 
to four weeks’ time. This time-saving is 
often the difference between an imme- 
diate sale and an indefinite delay. 

These components are built by your 
materials distributor—with great econo- 
mies due: (1) to the elimination of many 
unnecessary handling costs and (2) to his 
far larger volume discounts. You sell these 
components (and many other items you 
carry) to builders and home owners and 
make your normal profit. You do not stock 
these parts—they are delivered direct from 
the distributor to the building site. You 
have no investment to make in expensive 


equipment—and you add no 

skilled labor or supervision costs to 

your overhead. You can actually decrease 
your inventory. The price at which you 
sell to the builder saves him at least 15% 
—plus 23 days of building time per house. 

The home owner gets top-quality con- 
struction, with standard materials through- 
out. P-B floor components, normally in 
large sections, approximately 100 sq. ft., 
include joists, headers, insulated under- 
flooring and factory-finished hardwood 
flooring. The exterior wall components 
have either the sheathing and/or exterior 
finish applied and the finest of all drywall 
(Homasote) on the interior. The interior 
partition components come with the same 
drywall on both sides. Wall components 
are generally room size or longer. Ceiling 
components combine joists, strapping and 
Homasote ceiling panels. Roof compo- 
nents are made up of rafters, ridge, eave 
and insulated sheathing. 

We are advertising Homasote P-B Com- 
ponents to the home owners, builders and 
the architects in your territory. We would 
like to send you two different, fully- 
illustrated, 8-page folders. One is addressed 
to you. The other presents the story as you 

want to tell it to 
home owners (and 


with no increase 


in your equipment 


or inventory 








their architects and builders). 

You don't have to guess about this new 
merchandising plan. Make us prove it to 
you.Your letter or telegram will bring you 
a copy of each of these two books. And 
a Homasote Representative will be ready 
to call on you on very short notice. If your 
distributor cannot furnish you with P-B 
Components, please let us know; we 
should both bring this to his attention. 
Write or wire Department D-9, 


HOMASOTE courany 


TRENTON 3, NEW JERSEY 
Homasote of Canada, Ltd. « 224 Merton Street ¢ Toronto 7, Ontario 
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Profit Making 


Sea COPPER VAPOR BARRIER 


A 
ABOVE GROUND mokes a per- 
manent seal around doors and win- 
dows. Weatherproofs completely, 
blocking both wind and moisture. 


Used Above or Below Ground 


- 
BELOW GROUND applied with a 
mastic on footers to seal out moisture 
or vermin. Used in slab construction 
between gravel base and concrete. 





PERFORATED ALUMINUM SOF- 
FIT MATERIAL. Goes on fost; saves 
more time because it's prime coated. 
Perforations provide full ventilation; 
eliminate the need for louvers. 





ALUMINUM AND GALVANIZED 
BUILDING SHAPES. A versatile 
line of oll popular sizes and designs 
currently used in the building indus- 
try. Applicable for industrial, com- 
mercial, and residential construction. 
Sixty-one different shapes available. 


4 MORE BUILDING PRODUCTS 
FROM QSM’S COMPLETE LINE 
(QSM stands behind all 646!) 


ALUMINUM AND GALVANIZED 
TERMITE SHIELDS AND PIER 
CAPS. Two-inch single or double 
flange shields. Inside or outside, 
mitres with single or double flanges 
simplify installation and are avail- 
able in sizes to fit all stondard walls. 


GALVANIZED ROLL VALLEY 
AND FLASHING. One of the most 
rigid roll valley and flashing mate- 





rials on today's construction market. 

Used also for duct work, etc. Of ‘ 
28, 29, and 30-gauge, in 12 widths, 

QUAKER STATE METALS COMPANY 
Box «41 


from 4 to 30 inches. Fifty-foot rolls. 





YS 


“—— 


QUAKER STATE METALS COMPANY 
LANCASTER, PA. 


AN The most complete line of 
i “AN metal building products 
; manufactured at a single source 





Evtey day, more and more architects specify this 
vapor barrier of long-lasting copper . . . one of the 
industry’s most durable building materials. The copper 
foil is securely bonded to kraft paper with hot asphalt, 
and neatly trimmed on all edges. Strong enough to 
resist sagging, yet so flexible it’s easy to apply. 

In 120-foot rolls, widths of 12”, 18”, 24” and 36”. 
Weights, 4% 02z., 1 0z., 2 0z., and 3 0z., with copper 


foil on one or both sides. i 


Get this Free Booklet... 


SHOWS OUR COMPLETE LINE! 





167, Lancaster, Pa. 


Gentiemen: Please rush me the booklet with the full story of Quaker 
State’§ complete line of metal building products. 











Company 





Zone State 








(Check One) 


A Division of HOWE SOUND COMPANY > Cj Dealer Cj Distributor CJ Builder or Contractor 
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Components on the March in 60s 


Building industry leaders, meeting in Washington, predict fast 
growth of components and modular parts, but better design 


is still a crying need. 


WASHINGTON, D.C.—Component 
parts and modular standards will be 
basic tools of the construction industry 
in the Sixties—a decade that will see 
many changes in building materials 
and techniques. 

This was the impression created at 
the National Construction Industry 
Conference sponsored by the USS. 
Chamber of Commerce here last 
month. 

The program was designed “to get a 
fresh perspective of the nation’s largest 
industry, to discuss measures for 
meeting new opportunities and to pre- 
pare for construction industry pro- 
gress” in the 1960's. 

Participating were some 250 con- 
struction industry representatives— 
lumbermen, builders, architects, len- 
ders, editors and government and pub- 
lic utility officials—from all over the 
country. 

Here is a review of what they said 
and heard: 

Components: Clarence A. Thomp- 
son, president, Thompson Lumber Co., 
Champaign, Ill., said the prefab in- 
dustry has shown the way in com- 
ponents and the conventional industry 
has to keep pace. 

Progress has been slow so far, 
Thompson said, because of a division 
of _interests—between _ producers, 
dealers and builders. 

There will be “a great shaking up 
before shaking down,” he added, but 


components are here to stay and will 
advance rapidly now with stimulation 
from competition inside and outside 
the industry. 

Impact of home building compo- 
nents will be felt all along the line, 
Thompson said, and lead to greater 
use through more cooperation aimed 
at a better designed house at lower 
costs with stable financing. 

Thompson said the Lumber Dealers 
Research Council, which he heads, as 
well as the Lu-Re-Co Service Associa- 
tion, is helping lumbermen stay strong 
in the newly-developing industry. 

“We lumbermen,” he said, “need 
to learn how to keep small with all 
the advantages, yet learn how to act 
as a $100 million business, to activate 
all the opportunities offered by com- 
ponents.” 


Modular standards: “Neatly, accu- 
rately and quickly” were the key words 
used to describe modular construction 
by Cyrus E. Silling, a Charleston, W. 
Va., architect and president of the 
Modular Building Standards Associa- 
tion. 

Silling said use of building materials 
measured in multiples of four inches 
makes it easier to estimate costs, sim- 
plifies construction layout and job 
supervision and reduces expensive 
field-cutting. 

“It is axiomatic,” he said, “that 
modular dimensioned materials of ev- 


ery description and variety will fit to- 
gether without cutting and fitting at 
the job site—neatly, accurately and 
quickly. It is only this fundamental 
simplicity that needs general accept- 
ance in the building industry.” 

Already, he noted, use is more 
widespread than realized. Silling said 
a survey of nearly 1,000 projects cost- 
ing $50,000 or more each showed 
two out of three using modular ma- 
terials wherever possible. 

Five out of six new building prod- 
ucts now being introduced are in 
modular sizes, he said. 

Silling pointed out that a modular 
sized product can be used in both 
modular and non-modular planned 
building, but the reverse is not so. 
“Producer conversion to modular 
sizes,” he concluded, “is a one-way 
street to larger profits.” 


Housing markets: Martin L. Bart- 
ling, Jr., president of the National As- 
sociation of Home Builders, estimated 
a demand for 16 million new dwelling 
units in this “choosiest decade.” 

With the big housing backlog most- 
ly worked off, Bartling said, the fu- 
ture market will be families looking 
for better houses and they “are going 
to be choosy—very choosy—about the 
homes they buy.” 

More and more of these houses will 
be built with parts instead of pieces, 
he noted, with components represent- 
ing only the beginning of revolution- 
ary developments in home building in 
the 1960's. 

The NAHB spokesman said barriers 
which must be hurdled to meet the 
challenge and potential of the decade 
are labor union resistance to techno- 


Lumber Dealers Honored by Chamber of Commerce 


a 
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George W. West, Sr. Paul V. DeVille 


26 


Paul R. Ely Oertell Collins 


Raymond A. Schaub C. A. Thompson 
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logical advances in building and ob- 
solescence of building codes. 

“The best of new construction ma- 
terials will die aborning,” he warned, 
“if their use is prohibited in the homes 
they are intended to improve.” 

George Cline Smith, vice-president 
and chief economist of the F. W. 
Dodge Corp., predicted major changes 
in housing demand in the 1960's. 

Apartment construction is on the 
rise. Apartments now account for 
20% of all units built and will be an 
increasingly larger part of all new 
construction through most of the 
decade. 

More demand for apartments, he 
explained, stems from the fact that 
the biggest population growth in the 
next 10 years will be among younger 
and older families, who can’t yet af- 
ford or no longer need single-family 
homes. An additional factor is the 
increasing costs of homes. 

And a potential threat to home 
ownership, Smith warned, is a bill 
pending in Congress to remove the tax 
advantage by eliminating income tax 
deductions for mortgage interest and 
property tax payments. 

Robert W. Dowling, president of 
City Investing Co., of New York, said 
there is a crying need for better de- 
signing of residences, industrial and 
research plants and public buildings. 

Automation: Lester C. Rogers, 
president of Bates and Rogers Con- 
struction Co., Chicago, said develop- 
ment of “Buck Rogers” type machi- 
nery is being forced on the industry 
by costs and competition. 

Among developments discussed by 
Rogers were diesel electric power 
which permits one man to move 100 
cubic yards of earth at a time, sheeps- 
foot rollers, which do hundreds of 
times the work of the old steam- 
roller, helicopters which can move 
100 tons of equipment in eight hours 
instead of one month by conventional 
methods, closed circuit television 
which permits distant supervision of 
work and lift slab construction which 
allows 945-ton concrete slabs to be 
poured on the ground and lifted in 
place by hydraulic jacks. 

Many lumber dealers, building ma- 
terial wholesalers and manufacturers 
were among the 62 men from 43 ci- 
ties cited by the Chamber of Com- 
merce of the United States for “out- 
standing contributions to the construc- 
tion industry and to the advancement 
of the free enterprise system.” 


George W. West, Sr., West Lumber Co., 
Adenia Ga., made the Certificate of Merit 
soos in addition to receiving an award 
h lf. The following were among the re- 
cepients: 

Paul V. DeVille, president, DeVille Lum- 
ber Co., Canton, Ohio; Clarence A. agar 
son, president, Thompson Lumber 
Champai pain, Il.; Phil Creden, saeacteine 
director, ward Hines Lumber Co., Chicago; 
Norman P. Mason, administrator, Housing & 
Home Finance Agency. 

Also Paul R. Ely, general ma 
Hoppe ag co North Platte, Ni 
Knecht, and general Tana ral 
nt reek Distributors, Rapid 
S ‘ollins, resident, Forest Ci y 
Lumber Co., Ga. Raymond A. 
Schaub, ba ay Northern Indiana Lum- 

r Co. 


er, Ely- 
r.; Don 





Knecht Holds Two-Day School 
On Lu-Re-Co for 76 Dealers 


A two-day Lu-Re-Co sales school 
for 76 dealers representing five states 
was held February 29-March | by 
Building Material Distributors, Rapid 
City, S. D. 

The purpose of the school was to 
explain in detail the Lu-Re-Co man- 
ufacturer-distributor type of opera- 
tion, which will enable dealers to 
buy Lu-Re-Co components from one 
source—in this case, Building Material 
Distributors. 

Engineering Components, Inc. will 
manufacturer the components and 
Building Material Distributors will 
handle the distribution. Both are 
Knecht corporations. 

Dealers can get into the Lu-Re-Co 
program for $37.50 under the pro- 
gram sponsored by Building Material 
Distributors. Of this sum, $25 will be 
paid the Lu-Re-Co organization and a 
$12.50 charge is made for price cata- 
logs, plan books and other expenses. 
The $12.50 fee doesn’t cover the 
costs, but it does develop the feeling 
of partnership between the dealer and 
distributor, feels Don Knecht, generai 
manager of Building Material Dis- 
tributors. 

Dealers were so receptive to the 
program that Building Material Dis- 
tributors hopes to have at least 50 
franchised Lu-Re-Co lumber dealers by 
early June. The first house under the 
program is already being erected by 
a franchised dealer, Spelts-Shaw Lum- 


‘Building 
Ma te erial 
Dis 





TWO PARTICIPANTS in Lu-Re-Co school 
were Bob Keck, general manager, Engi- 
neered Components, Inc., left and Don 
Knecht, president and general manager, 
Building Material Distributors. 


ber Co., Chadron, Neb. 

All but one of the 15 speakers on 
the two-day program were Knecht 
Company employes. Major topics dis- 
cussed included: “How to Use the 
Lu-Re-Co System for Profit”; “How to 
Buy Lu-Re-Co Components”; “How 
to Finance New Homes”; “Managing 
a Lu-Re-Co Home Operation.” Field 
trips included visits to the component 
plant and to Lu-Re-Co homes under 
construction. 





Claims Prefab Bath-Kitchen 
Can Cut House Costs 10% 

SOUTHFIELD, MicH.—What does a 
famed industrial designer foresee for 
the future of housing? Montgomery 
Ferar, for one, predicts that kitchens 
and bathrooms will be bought as pack- 
age units and inserted complete into 
the house. 

“The bathroom, especially, lends it- 
self to package treatment for lower- 
cost production,” Montgomery says. 
“Unitizing these two rooms will cut 
the cost of kitchens and baths in half 
and lower the cost of the whole house 
by about 10%.” 

The nationally-known industrial de- 
signer said that the basic building 
unit for homes of the future will use 
prefabed plastic-sandwich panels with 
insulating sandwich of plastic foam 
between finished exterior and interior 
surfaces. 

“By the modular system of con- 
struction, walls and roofs of these 
panels can be erected in one-third 
the time required for conventional 
construction, and at a fraction of the 
cost. Costs can be further cut by in- 
corporating window and door frames 
in these panels,” he said. 


Heating and cooling of these panel- 


April 11, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


built houses will be from  thermo- 
electric devices within the panel walls, 
Montgomery predicted. 

He did not disclose figures on which 
he based his cost-cutting comments. 
And the designer didn’t mention what 
was to be done about the 2,200 dif- 
ferent building codes in the nation, 
most of which would prohibit the 
type of construction he recom- 
mends. 


Monthly Retail Sales Aids 
To Promote Brand Names 

New YorK—The Brand Names 
Foundation has launched a monthly 
merchandising service for retailers 
which includes a packet of ideas, sug- 
gestions, materials and news of brand 
selling. 

The service is free to dealers en- 
rolling through BNF’s member firms, 
comprising nearly 1,000 companies 
in nearly every consumer-goods field. 

A retailer committee, made up of 
executives of Foundation member 
firms, past retail competition winners 
and representatives from trade asso- 
ciations, worked with the Retail Ad- 
visory Council of BNF to develop the 
program. 
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NEOWOOD 


AT ITS BEST IS 
CERTIFIED KILN DRIED 


CERTIFIED 
KILN oie RUNS 
CLR. RWD. ® 


Buy it with assurance from the milis 
which advertise and promote redwood 


—make it more profitable for you! 


ant 


ARCATA REDWOOD COMPANY 


> 


SIMPSON REDWOOD COMPANY 


© 


THE PACIFIC COAST COMPANY 


ABAD 


fae) 


UNION LUMBER COMPANY 


PALCO. 
THE PACIFIC LUMBER COMPANY 


FN 


GEORGIA-PACIFIC CORPORATION 


rN 
{ cra} 


t \. y) 4 


WILLITS REDWOOD PRODUCTS CO. 


Write Dept. 48 for 

“BUYER'S GUIDE" describing 
the redwood /umber products 
offered by these member mills. 


CALIFORNIA REDWOOD ASSOCIATION 
576 Sacramento St., San Francisco 11 
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Dealer Buys Prefab Organization; 
Will Sell Homes in Five States 


Thompson organization will offer materials, components or 
complete homes; begins land development program. 


Kansas City, KAN.—An import- 
ant stride toward lumber dealer con- 
trol of the home building market was 
taken last month by the A. O. Thomp- 
son Lumber Co. with the purchase of 
the inventory and machinery of Wads- 
worth Homes, Inc., a prefab organiza- 
tion which has been turning out 1,200 
homes annually for a five-state area. 
Annual sales have exceeded $4 mil- 
lion. 

A. O. Thompson Homes, Inc. is the 
name of the new prefab corporation. 
Key personnel, some of whom were 
with Wadsworth since it organized 14 
years ago, are being retained. 

“Component construction definitely 
appears to be a trend,” John M. Bruce, 
president and chairman of the board 
of both the A. O. Thompson Lumber 
Co. and Thompson Homes, told 
American Lumberman. His firm, 
which operates two lumberyards in 
Kansas City, had been studying fab- 
rication for many months. 

Under the new organization setup, 
builders can be served one of three 
ways, pointed out Donald C. More- 
land, formerly president of Wads- 
worth and now executive vice-presi- 
dent of Thompson Homes. 

1. The builder can buy materials 
from Thompson Lumber for con- 
ventionally-built homes. 

2. The builder can buy just the 
components—trusses, wall sections, 
gable ends, cabinet work and ready- 
hung doors. 

3. The builder can buy the com- 
plete prefab house. 

Several lumber dealers have al- 
ready served as franchised dealers un- 
der the Wadsworth organization and 
expansion of the franchised system is 
projected in the five-state area. Deal- 
ers will have an opportunity of buy- 
ing components as well as complete 
homes. The firm now makes deliv- 
eries mainly in Missouri, Kansas, Neb- 
raska, Iowa and Illinois. 

The houses are fabricated in a 
building occupying 86,000 square 
feet under one roof. Working at full 
capacity, 80 homes a week, the plant 
has a force of 130 employes. The 
property includes a three-acre yard, 
which can be used for building expan- 
sion. 

Thompson expects to built complete 
homes selling for $8,500 to $30,000. 
Other plant prefabrication will in- 
clude cabinets, duplexes, apartments, 
motels and churches. 

Land development plans. President 
Bruce said the Thompson firm is grad- 
ually getting into land development. 
It purchased a 275-acre tract last 
year and will start active building 


through contractor customers _ this 
spring. 

This tract will be used as_ ex- 
perimentation in land control. Bruce 
said the organization might extend 
land control to other areas where it 
would offer the same three-way Deal- 
er Sales Control option mentioned 
above. Thompson will finance build- 
ers in its tract. 

The Wadsworth purchase for an 
undisclosed sum was negotiated by 
Bruce, representing the Thompson 
organization and James H. Stanton, 
chairman of the board and majority 
owner of Wadsworth Homes, Inc. 

Other officers in the new prefab 
home organization include B. J. Wil- 
kins, L. C. Buschman and M. A. Mc- 
Clelland, vice-presidents; Russell C. 
Rice, secretary; Walter F. Metzger, 
assistant secretary and Gordon Sands, 
sales manager. 


Boise Cascade's 103 
Retail Yards Renamed 

Boise, IpDAHO—AIl 103 retail yards 
of Boise Cascade Corp. located in 
Utah, Idaho, Wyo., Wash. and Ore. 
now will be known as the Bestway 
Building Centers, reports T. T. Sned- 
don, general manager of the retail 
division. 

“The prime reason for the name 
change was to create a uniform pat- 
tern for the division, effect uniformity 
in purchasing and especially in adver- 
tising,” Sneddon said. 

The retail stores in Utah and Wyo- 
ming formerly had the name of Tri- 
State Building Centers; in Idaho, they 
were called Boise Payette Lumber Co. 
and in Washington, the Bestway 
Building Centers. 


Curtis Elected President 

Cuicaco—Mr. George M. Curtis, 
president of Curtis Companies, Inc., 
Clinton, Iowa, received congratula- 
tions from Robert H. Herbst, gen- 
eral manager of the Ponderosa Pine 
Woodwork Association, following his 
election as association president. Curtis 
succeeds James F. Shieiy, president, 
Winton Lumber Sales Co., Minne- 
apolis. 

Other officers elected were: Hugh 
A. Schaffer, Michigan-California 
Lumber Co., Sacramento, vice-presi- 
dent; Hugh W. Eckardt, Morgan Co., 
Oshkosh, Wis., treasurer; Phil Creden, 
Edward Hines Lumber Co., Chicago, 
secretary. 
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SPECIAL OFFER to dealers on NEW 


DAP :.:.; SPACKLING 





you get this 

FREE CASE 

of 24 half-pints 
WORTH $14.16 


to you at retail! 


seers leaden 


DAP 


VINYL PASTE 


Compound 








e «+ when you place 


THIS ORDER 
that brings you 


50% PROFIT 





1 case of 24 half-pints 
2 cases of 24 pints 
1 case of 6 quarts 


DEALER COST ..... $42.88 
DEALER PROFIT .. . $42.74 





This is an introductory offer—and it’s a good one! 
It ends May 31, 1960. It’s built on a new DAP product 
you'd be proud to sell without the promise of extra 
profit. And DAP backs this offer on new Vinyl Paste 
Spackling with a complete national advertising pro- 
gram to MILLIONS in top national magazines to 
make sure you get the pre-sold prospects you need 
—fast—to sell out your Spackling order fast! You'll 
get colorful display banners, too. 

DAP Spackling will be a real repeat sale item for 
you. Countless uses for every customer who shops 


your store. And this new Spackling product is so easy 
to use. Ready-mixed. Creamy smooth, bright white, 
fast drying! Sticks tight even when sanded to a fine 
feather edge. Thixotropic! That means it stays fresh 
in the can. 

New DAP Vinyl Paste Spackling is a quality com- 
pound that deserves a place in the complete quality 
line of DAP caulking, glazing and sealing products 
—and deserves a place in your store. Call your whole- 
saler to order your “FREE CASE” Special right now. 
Send coupon if you need his name and address. 


SELL THE FULL DAP LINE FOR FULL DAP PROFITS 


® 


Nationally advertised to millions 
in leading national magazines like these: 
The Saturday Evening Post * Mechanix Illustrated 
Popular Mechanics * Sunset * The Family Handyman 
Home Maintenance & Improvement 


| 
| 
| 
| 
| 


Dicks-Armstrong-Pontius, inc., Dayton, Ohio 


I want to order this “FREE CASE” Special, and need the 
name of my nearest wholesaler. A 


Name 





Title__ 





Store Address 





SE ae EN” 
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PALCO-—over 90 years of leadership built by people, plant, product 








chopper... 


...In his 27 years of working 
in the woods for The Pacific 
Lumber Company, big, rugged 
Hump Cook has seen many 
changes and improvements. in 
the methods and equipment 
used in cutting giant redwoods 
and firs and snaking them out 
of the forest. Chain saws have 
ended much of the back-break- 
ing labor in felling trees; power- 
ful tractors have supplanted the 
old bull teams. And, unlike the 
old days, loggers today are 
usually solid family men and 
homeowners, applying their 
skills and experience to a per- 
manent career with the company. 


“Permanence” is a word well 
applied to the people who work 
for Pacific. Hump’s son Gary, 
and his son-in-law, work in the 
mills. If tradition serves, their 
sons will likely follow them, a 
supposition indicated by the 
many second and third genera- 
tion names on our payroll. 


Besides implying that Pacific 
is a good company to work for, 
this sort of loyalty and dedica- 
tion to lumbering as a career 
has advantages to us, and to 
you as a customer. It gives 
Pacific a continuity of reliable, 
highly-skilled employees. It 
assures you of a dependable 
supply of the finest product — 
Architectural Quality Palco Red- 
wood, the industry’s standard of 
comparison for more than 90 
years. 


PALC @ 


THE PACIFIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, lll. 
2185 Huntington Dr., San Marino 9, Calif. 


Member of California Redwood Association if 
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Tells Lumber Dealer's Role in Built-In 
Appliance Sales to Contractors 


CoLuMBus—Mrs. American pre- 
fers to buy her built-in appliances 
from a man she feels knows some- 
thing about it, which leads to more 
business for the retail building materi- 
als dealer, an appliance manufactur- 
er’s sales manager told Ohio lumber 
dealers here. 

H. T. Anderson, vice-president of 
Preway, Inc., Wisconsin Rapids, Wis., 
said that the homeowner wants to buy 
built-ins from contractors, builders 
and carpenters—the lumber dealer’s 
customer. So, he said, the lumberman 
is becoming an important merchandis- 
ing influence in the sale of built-in 
appliances. 

Distribution is moving from the ap- 
pliance dealer to the lumber dealer, 
Anderson reported. Mrs. Consumer 
prefers to pick her built-in appliance 
while choosing other materials for her 
home. 

“A product departure from its es- 
tablished distribution channels such 
as this is not uncommon in merchan- 
dising history,” he explained. “For ex- 
ample, baby foods were first sold in 
drug stores; but when supermarkets 


OPPORTUNITY in built-in appliance sales 
for lumber dealers told at Ohio conven- 
tion by H. T. Anderson, vice-president, 
Preway Inc. 


appeared the baby foods business 
moved from druggist to grocer.” 

The Preway executive said that his 
firm feels that a built-in range is as 
much an integral part of a home as 
is the radio in an automobile and 
“it’s just a matter of time until the 
lumber dealer takes over his rightful 
share of the business.” 





Some Reasons Why New Products Fail 


Eight of 10 new products introduced 
into the market fail for one reason or 
another, according to a Chicago 
management consultant, Robert F. 
Dick, president, George Fry and As- 
sociates. 

One reason for failure, he claims, 
is because the product is not pre- 
sented to sales people until it is just 
about ready to be announced. Then 
they are told, “Sell it!” 

“The real source for new products 
has to be the customer,” declared 
Dick. “It’s a matter of what he wants 
in a product, not what the manufac- 
turer wants to give him.” 


The manufacturer, Dick added, 


should learn everything possible about 
the consumer and his needs, wants and 
attitudes and apply this information 
to the company operation. 

Because of foreign competition 
Dick said American firms will have 
to rely in some cases more on tech- 
nical and style improvements and 
knowing their original customers, 
rather than trying to compete price- 
wise when introducing new products. 

New product failures, Dick be- 
lieves, could ultimately be reduced to 
two out of 10 with proper follow- 
through, but can never be entirely 
eliminated because of the inherent risk 
in introducing new products. 





Builders Say Land Is Biggest Problem 


WASHINGTON—Suitable land at a 
reasonable price outweighs all other 
problems for the average home build- 
er. 

That’s what the builders say who 
answered the question as posed by 
the National Association of Home 
Builders. Replies came from 7,000 
members of the association. 

Obtaining mortgage money is the 
second biggest worry, the builders re- 
ported. High construction costs come 
third. 

The survey disclosed that 16.5% of 
the builders who responded do their 
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major construction for the $13,500 
and under market; 45.2% build for the 
$13,500 to $20,000 market and the 
remaining 38.2% build homes to sell 
at $20,000 or more. 





Plans, Specs 
for Pallets 

The booklet, “24 Fir Plywood Pallets” 
contains plans and specifications for 
pallets which can be manufactured in 
the retail lumberyard. It is available 
from Douglas Fir Plywood Association, 
Tacoma 2, Wash. 
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Ditbeslelas 
Companies 
Standardize 


on the Friden 
Grivetieiness 


Lumber calculations are complicated. Yet the Friden sails through them like a 
power saw through soft pine. The reason is simple: Friden is fully automatic. 
It thinks its way through, remembers factors, leads the operator. (And what the 
machine does automatically, the operator can’t do wrong.) 


Get the full story from your Friden Man. In ten short minutes, he can show 

you why the Friden SBT Calculator is aptly called “The Thinking Machine of 
American Business.” See for yourself why the Friden 
has become standard equipment in so many lumber 
companies throughout the nation. 


THIS IS PRACTIMATION: Automation at the source. 
Automation so hand-in-hand with practicality there can 
be no other word for it. 


SEND FOR THIS FREE BOOKLET: “LUMBER CALCULATIONS MADE EASY” 
...22 pages of immediately useful figuring facts for lumbermen. 
Write: Dept. AL, Friden, Inc., San Leandro, California. 


4 . © 1960 FRIDEN, INC 


SALES. INSTRUCTION. SERVICE THROUGHOUT THE U.S. AND THE WORLD 





Conn. Firm Wins No. 1 Spot 
In Brand Names Competition 

New York City—Top award 
as Brand Name Retailer-of-the-Year 
in the building materials division went 
to Fairfield Lumber & Supply Co., 
Fairfield, Conn. A total of 571 re- 
tailers in all product classifications 
were judged in the Brand Names 
Foundation contest. 

Lumber and building material firms 
which received certificates of distinc- 
tion were: AAA Lumber Co., Waco, 
Tex.; L. H. Landgraft Lumber Co., 
Cape Giradeau, Mo.; The Parsch Lum- 
ber Co., Elyria, Ohio and Bestway 
Building Center, Kennewick, Wash. 


FTC Order Hits Importer 

The Federal Trade Commission has 
ordered an importer of wood flooring 
from Australia to stop misrepresent- 
ing the species of wood products he 
sells in the United States. 

Edwin Leask, who trades as E. 
Leask, 33 McQuarie Place, Sydney, 
Australia, is the distributor and_ his 
American agent and sales representa- 
tive is Charles A. Ferrari, Palo Alto, 
Calif. 

The order, which is binding on both 
men, was based on a finding that the 
respondents falsely described _ their 
flooring as “Tasmanian Oak” and 
“Australian Oak,” which are not a 
species of oak, but the genus Eucalyp- 
tus. 


William Harrison Upson Dies 

Lockport, N. Y.—William Harri- 
son Upson, 78, former president of 
The Upson Co., died here recently. 
He had been ill for the past five years. 

Fifty years ago, Mr. Upson joined 
with his brother, Charles A. Upson, 
to found the wallboard company in 
1910. He was the firm’s first secre- 
tary and held the office of executive 
vice-president and secretary when the 
directors elected him president in 
1947. He was succeeded by his son, 
James J. Upson, in 1956. 


JOHN RITCHIE, advertising director for 
Douglas Fir Plywood Association, has 
just finished a tour of nine marketing 
areas throughout the country to describe 
the association's $5.5 million promo- 
tion plans for 1960 to mill representa- 
tives, jobbers and key lumber dealers. 
Sales goal for this year is 8.5 billion 
square feet (3/8 basis), up more than 
a billion feet from 1959. 
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New Issue of Home Magazine 
Keyed to Spring Merchandising 


The spring issue of- HOME Main- 
tenance & Improvement, the consum- 
er publication edited by American 
Lumberman for dealers, promotes 
many big-ticket, big-profit seasonal 
sales packages. Included are editorial 
features on: 

Porches and patios, vacation ca- 
bins; installing new screening; painting 
the exterior; wood fencing; making 
picnic tables and benches and garden 
furniture repair. 

Besides seasonal features, there are 
articles on new homes, remodeling 
ideas, how millwork items add indivi- 
duality to a home and built-in hi-fi, 
which helps sell more paneling. 

The six-page porch-patio planning 
guide shows designs, discusses the best 
materials to use, provides a sketch 
page for the reader to indicate his 
rough plan and talks about financing 
on easy terms. 

In line with HOME’s new policy, 
this six-page section is available to 
dealers as a low cost reprint for vol- 
ume distribution. 

Keeping step with the growing mar- 
ket for “second” homes, the magazine 
presents attractive designs for vaca- 
tion homes. Each design is packaged 
priced with the range running from 
$2,000 to $5,000. Because more deal- 
ers are offered cabins on a compo- 
nent basis, this trend is discussed in 
HOME’s vacation cabin feature. 

The summer issue, published in 
June, is expected to require a record 
press run as more lumber dealers ac- 
tively promote remodeling business. 
Retailers now using HOME also re- 
ceive specially-prepared sales tools at 
cost or free for “points” which are 
earned by each copy of the magazine 
purchased. The magazine is now en- 
tering its tenth year and is published 
four times annually. 


New Lu-Re-Co Address 


WASHINGTON—The Lumber Deal- 
ers Research Council has moved into 
new offices adjacent to the National 
Retail Lumber Dealers Association. 
The address is Suite 316, Ring Build- 
ing, Washington 6, D.C. 


Predicts Growth of Plastics 
Bonded to Other Materials 


ATTLEBORO, MAss.—All-plastic 
building materials will in many cases 
be supplanted with plastics bonded to 
metal, paper or other materials, ac- 
cording to Fred Stevens, product man- 
ager of American Sisalkraft Corp. 

In predicting this trend, Stevens said 
that bonding of plastics to kraft or 
metal foil or of kraft to foil often re- 
sults in a material having desirable 


properties of both and limitations of 
neither. 

Plastic-to-aluminum vapor barriers 
are an example of how a combination 
of materials results in properties that 
are not inherent in either one, Stev- 
ens explained. Vapor resistance is im- 
proved and fire-retardant properties 
are added, he said. 

Individual barriers consist of a metal 
foil laminated to a kraft or plastic 
film with a special flame-retardant 


adhesive that actually releases a gas 
to snuff out the flame when they are 
subjected to high temperatures. Stev- 
ens said this new family of products is 
called Pyro-Kure. 


S&L’s Furnished 40%, of 
All Home Loans in '59 

Savings and loan associations fi- 
nanced 40.6% of homes purchased 
last year, a new record, the United 
States Savings and Loan League re- 
ports. Of $34 billion supplied home 
buyers in 1959, more than $13 billion 
was provided by savings association, 
the league said. 








HEIRLOOM FLAT 
dead flat 


HEIRLOOM SEMI-GLOSS 
dull gloss 











L__} me at once 


Nome 


McCLOSKEY VARNISH CO. 


- Have a McCloskey salesman call on 


See why it’s easier to sell 


McCLOSKE 
HEIRLOOM 


for antiques, furniture, 
wall cabinets and paneling 


SEND FOR 
FREE SAMPLE 





Your choice of 4 popular sheens 


HEIRLOOM EGGSHELL 


satin sheen 


HEIRLOOM CRYSTAL CLEAR 
high gloss) 


Here’s what you get with 
McCloskey Heirloom finishes— 


A top-quality product— its extra-pale, nonstaining, nonyellowing 
color enhances the beauty of natural wood. 
gives that hand-rubbed look. Will not flash, spot or streak. A 
complete finish in itself—no primers needed. 


Flows on easily, 


Point-of-sale aids— merchandising helps from McCloskey that 
really promote selling action for you! Booklets packed with 
information—ideal as handouts or mailing stuffers—counter 
displays that help you turn lookers into buyers! 


* Dept. 713, 7600 State Rd., Philadelphia 36, Pa 


Send me a free sample of Heirloom (_. 
j state sheen desired 





Company 





Address 





April 11, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Circle No. 








MEN /n the news 


* R. Needham (Ned) Ball has retired 
as executive vice-president of the Lou- 
isiana Building Material Dealers Asso- 
ciation. In recognition of his 20 years 
of service, LBMDA honored him by 
calling its recent 40th annual meeting, 
“The Ball Convention.” 

John J. Crawford of Pineville, La. 
has replaced Ball as executive vice- 
president of LBMDA. He was former- 
ly secretary of the Deep South Farm 
Equipment Association. Ball has be- 


come executive director of the newly- 
organized Council of Business and 
Trade Association Executives with 
headquarters in Baton Rouge, La. 


R. Needham Ball John J. Crawford 





DENISTON 


“LEAD-SEAL”’ 
Metal Roofing Nails 


GALVANIZED FINISH ONLY 


LEAD SEAL—The only nail with lead just 
under the head and down the shank. 
When the nail is driven, the hole around 
the nail is plugged with lead and the 
break in the metal is completely covered, 
to form a perfect double seal. 


TRIPLE LOCK—The only nail that has a 
locking bump. As the “bump” is forced 
through the sheet, the sheet springs back 
over the bump—this effectively prevents 
the nail from working out. The nail, lead 
and sheet are solidly locked together 


DRIVE SCREW SHANK—The only nail 
that is driven on the steel head. Drive 
screw shank makes the nail turn and hold 
like a screw. It holds with a powerful, 
unyielding grip. Threads are deep and 
sharp because they are formed after 
galvanizing. 





Also 
furnished 
in RING SHANK 


ond 
STRAIGHT SHANK 


Accepted Standard of Quality for Over 33 Years 


Her aaenacmoti 


we = eran “8 


DENCO Lead-Head Metal Roofing Nails 


¢ President Fred L. Miller has ap- 
pointed Warren Hotz as manager of 
the Omaha, Nebr., yard of the Chi- 
cago Lumber Co. He replaces the late 
G. V. (Casey) Cahow, who died re- 
cently of a heart attack suffered while 
shoveling snow. 


* Harold Mattlin has been named ad- 
vertising and sales promotion manag- 
er of the Andersen Corporation, Bay- 
port, Minn. 


* Wood Conversion Co., St. Paul, 
Minn., announces the election of E. 
W. Davis to the newly-created posi- 
tion of chairman of the board and the 
promotion of D. M. Pattie to presi- 
dent. Davis had served as president 
since 1947 and Pattie, hired as a sales- 
man in 1923, had been executive vice- 
president since 1954. 


D. M. Pattie William E. Lannom 


* President E. B. McCool announces 
the election of William E. Lannom 
as executive vice-president of Stand- 
ard Builders Supplies, Inc., Memphis, 
Tenn. 


* R. O. “Bob” Brownlee was hon- 
ored at a testimonial dinner held dur- 
ing the recent Mid-South Convention 
and Building Material Show in Mem- 
phis for his 18 years of service as 
manager of the Tennessee Building 
Material Association. TBMA had 43 
members when Brownlee . became 
manager of the group in 1941. At his 
retirement, its membership had 
climbed to 189 regular members and 
46 associate members. 

R. Stanley Owens has succeeded 
Brownlee as manager of the Tennes- 


6,000 pounds of pressure is used to 
compress the lead cold, both over and 
under the steel head of the nail as 
well as down the shank. The lead forms 
a perfect seal in the hole made by 
the nail. Heads will not “pop” off 
from expansion and contraction of 
roofing nor from wind vibration. 


see dealer group and association of- 
fices have been relocated at 226 Cap- 
itol Blvd., Nashville. 


* Thirty-one-year-old Fred Jaroslow, 
president and owner of Bellaire In- 
dustries, Inc., Brooklyn, N. Y., was 
elected president of the National 
Home Improvement Products Associ- 
ation at an annual membership meet- 
ing in Chicago recently. 


BRIGHT OR GALVANIZED 


LAO MEI TREE IE 


Shipped in 50 Ib. cartons. Literature and price information available from your jobber or write direct, 


THE DENISTON COMPANY 


* David R. Countryman has been 
named to the new position, manager 
of research and engineering, Douglas 
Fir Plywood Association, Tacoma, 
Wash. 





49th &South Western Avenue e Chicago 9, Illinois 


IN CANADA: EASTERN STEEL PRODUCTS CO., LTD., PRESTON, ONTARIO 
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Siding, gable ends Ceiling Paneling Soffits 
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What style in your area? Whatever the buyer 
or builder preference, whatever the climatic condition, Western Cedar 
sides with any material, every design type—inside and out. With 


brick, stone or glass, Western Cedar, used sparingly or generously, 


.....Warms the hearth 


adds a feeling of warmth—creates design harmony. With 
traditional or contemporary architecture, Western Cedar has 


a look and feel of belonging, of being ‘‘just right.” 














In perfect harmony with 
L 


Brick 





Some uncommon facts on siding 


You know Western Cedar for its beauty, for its many different uses inside and 
out, for its durability. Now, let’s look at it this way: Western Cedar is a proven 
siding material — proven time and time again over years and years of use. Its 
flexibility of finishes and designs makes it an always new product as well 
as a tested, old product. Unlike many other sidings — new and old — Western 
Cedar is the siding the public continues to like and want. And it likes and 
wants Western Cedar because it associates Cedar with quality construction 
and good taste in both traditional and contemporary design. Builders and 
dealers can depend on Western Cedar before and after the sale — depend 
on it to help sell and depend on it to reduce profit-cutting call backs. You 
can depend on it to build confidence in you as a quality builder or dealer 


too, because buyers have confidence in Cedar. Puts new light on siding with 


coi, one at WESTERN CEDAR 


ALOHA LuMBER Corp., Box 2067, Seattle 11, Washington BRITISH COLUMBIA ForEsT Propucts LTp., 995 
West 6th Ave., Vancouver 9, B.C. FLAVELLE CEDAR, Murray St., Port Moody, B.C. LAMFORD CEDAR 
Lrp., P.O. Box 638, New Westminster, B.C. MACMILLAN & BLOEDEL LTD., 1199 W. Pender St., Vancouver 
1 Ba. E. C. MILLER CEDAR LUMBER Co., P.O. Box 1080, Aberdeen, Washington NALos LUMBER 
Lrv., Foot of Smithe St., Vancouver 3, B.C. Norwoop LuMBER Co. Ltp., 635 Taylor St., Vancouver 3, 
B.C. PowELL River Forests Propucts Ltp., Jardine St., New Westminster, B.C. RAYONIER 
CANADA SALEs Ltp., 1111 W. Georgia, Vancouver 5, B.C. SEATTLE CEDAR LUMBER Mec. Co., 4703 


Ballard Ave., Seattle 7, Washington WEYERHAEUSER Company, P.O. Box 1645, Tacoma 1, Washington 





SELL THESE BASICS AND YOU SELL MORE CUSTOMERS! 


i age 


Nu-Wood  Balsam-Woo 


People want comfort—winter and summer. They want low heating and air-conditioning costs. They want barriers 
against air infiltration and chilling drafts. You can supply all these features—in full measure—with Balsam-Wool 
sealed blanket insulations. Today there’s a type of Balsam- Wool for every climate...every heating and insulation need. 
And remember, Balsam-Wool protects your profits because it is sold by lumber dealers ONLY! 


Basic to quality 


Balsam-Wool Sealed Insulation 


i 
7 


Refiective 

Baisam -Wool 
Aluminum reflective 
liners, Standard (1” 
thick): 16”, 20” and 24” 
widths. Double-thick 
(2”): 16” and 24” widths. 


Regular 

Baisam -Wool 
Asphalt - impregnated 
liners. Standard (1” 
thick)and Double-thick 
(2”): 12”, 16”, 20° and 
24” widths. 


Type E& 

Baisam -Wool 

For masonry construc- 
tion— ¥%”" thick. Avail- 
able in 12” and 16’ 
widths. 


Baisam -Wool 
Panel insulation 

3%” thickness ; reflective 
liner-vapor barrier. Cut 
to size: 49” x 8’, and 
rolls 8’ x 41’8”—for use 
in component or modu- 
lar construction. 


Baisam -Wool 

for Electric Heat 
Full-thick (35%”) and 
Super-thick (5”) in 16” 
and 24” widths, in re- 
flective liners. 
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a basic 
Jor structural 
strength 


Nu-Wood  Balsam-Wool 


Nu- 


NEW—NU-WOOD NAIL-BOND 
INSULATING SHEATHING 


eliminates the need for nail- 
ing strips...permits direct 
application of wood or asbes- 
tos siding shingles... meets 
F.H.A. requirements— 
asphalt-coated on all sides 
and edges for moisture- 
resistance. Available in big 
4’ x 8’ and 4’ x 9’ panels. 





A COMPLETE SHEATHING LINE 


Nu-Wood sheathing costs less to apply because it comes in big 
sections that cover up to 36 sq. ft. in one operation. Here are 
additional plus features of the Nu-Wood sheathing line: 
e Variety of sizes—2’ x 8’, 4’ x 8’ or 4’ x 9’ panels. 
e Big-sheet time-and-material-saving advantages— 
e Rugged strength eliminates costly corner bracing 
e Little waste or messy cleanup with larger panels 
e Marked sheets speed nailing application 
e Cuts easily and cleanly 
e Extra insulation—for greater comfort, lower heating and air 
conditioning costs over ordinary sheathing. 
e Sheds water...weather-resistant—danger from moisture dam- 
age during construction minimized. Requires no building paper 
(except with stucco finish). 


Now with 4’ lengths of 
Nu-Wood shingle backer, 
three stud spaces can be cov- 
ered at once to provide de- 
sired deep shadow lines of 
siding or shingles. Easy to 
apply. Saves money, adds ex- 
tra insulation, 
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basic 
to quality Nu-Wood — Balsam-Wool 


The Quiet of Nu-Wood Tile 


With the complete Nu-Wood acoustical tile line, you 
can add the powerful basic quality appeal of quiet while 
you provide new style interest for every room. High in 
noise-quieting efficiency, Nu-Wood acoustical tile now 
comes in a wide range of beautiful decorator-designed 
patterns with light-reflective, flame-resistant and clean- 
able finishes. Tiny acoustical perforations do not mar 
beauty, yet control sound. 


NEW NEW 
Star pattern hap: Cube pattern 
Nu-Wood hes es Nu-Wood 
acoustical tiie. / ~~ mas ks acoustical tile. 


NEW 


Bamboo pattern 
Nu-Wood 4) ames 
acoustical tile. os Fissure pattern 
Nu-Wood 
acoustical tile 
in gold accent. 


Plus 


Nu-WoodConstellation® - Random drilled Regular pattern 
acoustical tile—exclu- | Nu-Wood acoustical tile. | Nu-Wood acoustical tile.. 
sive Micro-Perf® per- 

forations. 


Nu-Wood Pre-Decorated Tile 
Nu-Wood Decorator tile imparts a high-fashion 


, part a hig peepee Balsam-Wool / ~ 
look for ceilings...has a simulated fissure : ; j ; N > ‘Wood 


design in gray, beige or gold tones. 
Nu-Wood Sta-Lite® plain surface tile has a 
non-glare white surface, 
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The vast new housing of the nation is populated with 


families who need to buy 
Trinity ite | 


A cinch to make. And do they dress up the 
STEPPES place! Householders have several styles to 


STONES =o 


Gives a focal point to yord or garden. 
GARDEN Raise aquatic plants, fish; attract birds. Very 


POO LS popular. A do-it-yourself project thet will 
interest many families. 


Suggest a straight or curved bench. Other 
BENCHES & attractive yard items thot will move Trinity 


SEATS eke stock are birdbaths, sundials, flower 


Beautiful garden walls and decorative 
SacenAnve screens can be built with units made of 


FENCES et ee on hong others. Trinity is a 


TO. White steps are attractive to the eye. Easily 
BASY-TO-SUND seen at night because of high light-refiec- 


Crees tion. Your cement contractors will create new 
work with Trinity White. 


FOR O Your family trade can build themselves won- 
S Serpoes tne derful patios for entertaining, barbecueing 


PATIOS and summertime enjoyment. Where color is 
desired, Trinity tints beautifully. 
White has been advertised continuously since 1941. BEST FOR SETTING Veet Nellis eutvetter ede vie hove 


Regular advertising appears in the leading architectural coranic tle to set need © propered ttle 
i. ga and those read by se gmt contractors Ti LE grout made of Trinity White. 
other segments of the building tr 























GAME Shuffle board courts are within the ability 

Along with the zooming sales of boats, barbecue equipment and sport rs OURTS of most home owners. Use Trinity White 
clothing, the sale of Trinity White portland cement has doubled and re- > 
doubled in the last few years. The list of items at the right shows why. 

Small-ticket sales of Trinity White have skyrocketed as new 
homes have sprouted. Here are homes by the million headed by 
rugged, strong young men who are anxious to build and improve for 
their families’ enjoyment. And a population “explosion” scheduled 
for the 1960's with the war-baby crop at the family-formation age! 


And the big-ticket sales to contractors and tonnage buyers mounts TERRAZZO The best floor money can buy. For all 
public  buildi d Terrazzo 


year by year. Last year Trinity White was used on many of the FLOORS sah iadaibaaidead tartar teslty 
country’s most publicized and spectacular structures. room, kitchens, baths, etc. ' 
White cement is no longer a “specialty item.” It is in regular 
and growing demand. For further information, write Trinity White De- POOLS FOR Pg rman Sys gata 
partment, General Portland Cement Co., 111 W. Monroe St., Chicago 3. SVM fast. Trinity White advertises regularly to 
swimming pool contractors. 


Curtain walls and facing panels made with 
CURTAIN Trinity White are both decorative and func- 


WA LLS tional for new construction or remodeling — 


large and small. 














While Trinity recommends the use of a pre- 
PORTLAND CEMENT pared “stucco mix" wherever possible, you 


STUCCO wil sil get cals from contractors wishing to 


SAFETY Trinity White's light reflection is useful in 
Chicago + Chattanooga + Dallas + Fort Worth + Houston traffic control, including light-reflecting curbs, 
Fredonia Kansas + Jackson, Michigan + Tompa + Miami «+ los Angeles ITEMS dividers, barriers, markers, and similar items. 





A product of GENERAL PORTLAND CEMENT COMPANY 
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ih cold water and you have 


@ ready-to-use clean white 
plaster. Available in 

1, 2% and 5 Ib. cartons, 

2, 5, 10 and 15 Ib. paper 
bags, 25 and 50 Ib. bags 
and 100 Ib. drums. 


becomes a solid part of the 
lumber. Available in 1 and 
5 lb. cartons, 25 and 50 |b. 

bags and 100 Ib. drums. 


finish, and will not shrink or 
fall out. Available in 1 and 
5 lb. cartons, 5 and 25 lb. 
bags and 100 Ib. drums. 


‘ou'll stick with Consumers.” 
ur wholesaler 


‘CONSUMERS GLUE co. 


Circle No. 25 on Handy Cover Card 


WHEN BUILDERS ASK YOU FOR 
aes SAVING PRODUCTS, TURN TO... 


kewanee 


kosidontial Grtonior STEEL DOOR FRAMES 


UNIVERSAL “KWIK-FIT” 
SNAPS OVER DRYWALL 
(Made under U.S Pat. Nos. 2,660,272; 2,835,933 and Canadian Pat. No. 563,915.) 
ALSO NEW: all-welded MASONRY DOOR FRAME 


PLASTERITE 
INSTALLS BEFORE PLASTERING 


FULL LINE OF “BUCK” WINDOWS FOR POURED WALLS 


STANDARD 2-LITE SLIDER 


RANCH AND 
BLOCK "BUCK" 
WINDOWS ... 


CASEMENT HOPPER VENT j|"BUCK" DOOR FRAMES 


OTHER KEWANEE QUALITY PRODUCTS 
@ Clean-Out Doors @ Utility Windows 
@ Ash Dumps @ Basement Coal Chutes 
@ Commercial Windows ®@ Steel Mortar Boxes, 
®@ Lintels etc. 


hewanee -Aongainy (2 


460 WRIGHT AVE. e@ KEWANEE, ILLINOIS 
Circle No. 26 on Handy Cover Card 
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DUI- FAST 


DEALERS 


sell more because 





they have 
more to sell 





More quality, more features, 
more profit, and close-to-home 
service. Yes, sir, you do have 
more to sell when you’re a 
Duo-Fast Dealer. 


Duo-Fast Tackers are man- 
size tools, built to do a man- 
size job! Duo-Fast Staples 
team up with Duo-FastT 
Tackers for customer service. 


More than that, Duo-Fast 
gives you a Free Service 
Guarantee which insures 
Duo-Fast Dealers against 
costly repair charges. 


DUO-FAST DEALER AIDS 


Sure we have ’em. Counter cards, display 


Lumber 


| : Ee Dealer 


Favorite! 
The DUO-FAST GUN TACKER 


An all purpose tacker. Drives short 
staples for insulation and building papers; 

long staples for ceiling tile. It’s a 
real speed demon, too! 


Builders Like This One! 
The DUO-FAST HAMMER TACKER 


Great for the bigger insulation and build- 


ing paper jobs. Good for metal lathe, 
too. You just swing it—the staples feed 
and drive automatically. 


DUO-FAST STAPLES 


Packed the Way You 
Like ‘em! 


In handy 1M packs, or in 
boxes of 5M. Chisel or di- 
vergent points. Rosin coated 
if desired. 


boxes, wall signs, envelope stuffers, to 


help you sell. 


if you operate a sash and millwork shop, or if you do prefabrication work, you will 
want to check into the DUO-Fast Staple Nailer and DUO-FAsT Brad Gun. 


Write for the name of the DUO-FAST office in your area. They will be happy to give 
you the complete DUO-FAST story, and demonstrate the DUO-FAST Tackers for you. 


FASTENER CORPORATION 3754-56 River Road, Franklin Park, Illinois 


DUO-FAST 


Everything you nee 
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To The Editor: 

In your February 15th editorial, 
“Independents vs. Lineyards,” you 
mention the fear of lineyard execu- 
tives (and I think this could hold true 
with independent dealers, too) about 
the “greater strength of the specialty 
outfits concentrating on farm build- 
ings.” 

We at Kaiser Aluminum & Chemi- 
cal Sales, Inc., do a thriving and 
much appreciated volume of busi- 
ness with major pole frame erectors 
in a number of states. I think their 
growth has been earned because they 
provided a service to the farm cus- 
tomer which some years back the 
dealers, whether they be lineyards or 
independents, did not furnish. 

About 18 months ago Phil Run- 
ion, secretary of the Nebraska Retail 
Lumber Merchants Association, asked 
us at Kaiser to put on 19 dealer 
meetings to show how the lumber 
dealer could give complete erection 
service for pole frame or steel truss 
buildings on the farm. Many dealers 
in Nebraska have developed a sizable 
business on such structures since those 
meetings. 

R. M. Gerber 

Manager, Building Products 

Kaiser Aluminum & Chemical Sales 
Oakland, Calif. 


To The Editors: 

Disclosure in A.L. that the alumi- 
num products could increase the FHA 
loan value of a home is shocking. 
I ask: 

1) What guarantee does the buyer 
receive that after 15 years there will 
not be a very serious repair expense? 

2) What percentage of an overall 
house painting job can be rightfully 
charged to siding? 

Orville Johnson 
Lumber ahd Materials 
Arlington, Ohio 


A. L.’s Answer 

The FHA suggestion on greater 
loan values applies to use of alumi- 
num as well as other durable materi- 
als such as wood products when prop- 
er preservatives has been applied. It 
includes suggestions on double glazing 
and insulation, for example, when 
above MPS requirements. Comment 
on your questions: 

1) No one that we know has ever 
mentioned specifically 15 years for 
service length of aluminum. siding. 
The enamel used is promoted as giv- 
ing 50% longer life than conventional 
paint. A stronger pledge than this is 
imagination and hot air legally. 

2) The percentage of house paint- 
ing charged to siding could range 
from 60 to 100% (if properly treated 
aluminum windows and doors are spe- 
cified). Small-panel windows could 

run the figure up. 
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Southwest “Friendly Indian” Brand lumber 
keeps 'em sold with Quality! 


No wonder Southwest lumber is called the “action” brand! When 
you give a customer his money's worth . . . consistently . . . he 
comes back time after time. With such bright, well-manufactured 
lumber available, it simply doesn’t make sense to waste manpower, 
space and capital on hard-to-move lines. Put yourself into this 
profit picture NOW — stock Southwest, it literally sells itself! 


You can see the helping hand Southwest gives Nature in 
every board! 


ekiln dried 

e precision milled 

e brand identified 

e consistently graded 


e clean, bright 
appearance 


e waxed ends 


e carefully handled 
and loaded 


e speedy, dependable 
delivery the year 
around 


URERS AND DISTRIBUTORS OF QUALITY WOOD AND PAPER PRODUCTS 
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. 


a now you 
— can get in the 
aluminum siding business 
without tying up big 

yg dollars in inventory 


BUSINESS IS BOOMING IN ALUMINUM SIDING, 
with big opportunities for cashing in on a fast-growing 
market. Be smart — get into it now, with the finest alu- 
minum siding ever made, the on/y aluminum siding made 
expressly for Bird by a basic manufacturer of aluminum 
— the one and only Aluminum Company of America. : . 
Just call your Bird distributor, who'll give you fast de- B ul d mn g 
livery on orders as small as a single house job. Plenty of IVI a ter ia is 
money to be made, with minimum delivery and fast turn- 

over. Mr. Dealer, how can you lose? 


Birp & Son, INC. 
E. Walpole, Mass. « Chicago, Ill. « Shreveport, La. « Charleston, S. C. 
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Clean up extra profits 
with this special 
“SCOTCH BRAND offer! 


Dic-A-Doo Paint Brush Bath packed FREE in each 
98¢ box of “SCOTCH” BRAND Masking Tape 


% Special Limited-time Offer! 


% Premium stimulates impulse sales of Masking 
Tape — helps build your market for Paint Brush 
Bath. Offer advertised in Better Homes & Gardens. 


[ DIC- -A-DOO Pali 8B 


Penni 


in each Economy 98° roll of 


Masking Tape 





COTCH BRAND 
Masking Tape 
DIC-A-DOO 


PAINT reRusH wn 


Economy Size Rolls 


SH, SPRAY AND ROLL PROCESS PAINTING JOBS 


OKING BRU 
yse “SCOTCH” MASKING TAPE FOR PROFESSIONAL 0 


**SCOTCH’’ AND PLAID DESIGN ARE REGISTERED TRADEMARKS OF 3M CO. 


' 

| 

‘ { 

! 

Mitenesora )ffininc ano )ffanuracrurine company | 
. +. WHERE RESEARCH IS THE KEY TO TOMORROW t 


April 11, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


ORDER CAT. NO. 185 


12 — 98¢ rolls “SCOTCH” BRAND Masking 
Tape, %” x 90 ft. packed in special dis- 
play carton. 


Sells for 


Ask your 
“SCOTCH” 


BRAND 
supplier 
now! 
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NEW 8010 


Construction Level- 
Transit with fiber- 
glass carrying case 
and European-style 
tripod $99.50 retail 


Now you can offer the building trades a quality package of 
the finest level-transit, the finest carrying case and the finest 
type of tripod for the low price of $99.50! 


The 8010 level-transit features aluminum alloy construc- 
tion combining strength and light weight in the sturdy new 
standard and base. There’s a new aluminum horizontal circle 
for easier reading, and a new smooth finish for dirt resistance 
and easier cleaning. Rack-and-gear internal focusing with 
either hand, built-in sunshade, positive lever lock bar, un- 
matched David White 12-power optical system with sharp 
focus over the entire field at all distances are added features 
for greater precision, easier handling, longer service. 


The new, fiberglass carrying-case combines light weight 
with shock resistance and gives perfect protection from jars, 


NEW 8027 
Construction Level, with fiberglass 


carrying-case and new heavy white 
ash tripod $54.50 retail ‘ bumps, dust and water. The instrument fastens securely to 


the base with no pressure on the ’scope. 
Evropeen style, widetrome legs for The new tripod for the level-transit is more rugged and 
greater strength and stability sturdy with its European type wide frame. 


$19.95 retail Here’s versatility that pays dividends in time and labor 
, savings day after day. Stock and sell these new sales-winners 


DAVID i from David White. Write for catalog and dealer prices. 
| SQUHITE INSTRUMENT COMPANY 


makers of fine optical equipment for over 6O years 
2051 North 19th Street, Milwaukee S&S, Wisconsin 


NEW 9022 TRIPOD 
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“We specify and use UTILITY grade West 
Coast framing lumber for quality construction. 
Properly used, it saves $200.00 on every job,” 
report builders Lyons and McDonell. 


Here is a building partnership which has discovered a 
short cut to bigger profit with “Utility” grade West 
Coast dimension and boards. Lyons and McDonell’s 
solid reputation for quality construction has never 
varied, yet these progressive builders have achieved 
lower total job costs regularly by using “Utility” grade 
lumber in specified applications.* 

You, too, will find “Utility” grade is a money-maker 
for One and Two Living Unit-construction. And you 
will have the plus-value of the consistent quality of 
West Coast lumber, 


* When used in accordance with FHA Minimum Property Standards 
for One and Two Living Units, FHA Bulletin No. 300. 


WEST COAST LUMBERMEN'S 
ASSOCIATION 


1410 S. W. Morrison Street, Portland 5, Oregon 
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CHECK THESE USES* 
for “Utility” grade West Coast 


in accordance with FHA 
Lumber ae Property cS RO © 


RAFTERS FOR LIGHT ROOFING (Roof slope over 3 in 12) 
(Weighing less than 4 Ibs. per sa. ft. 
in place) 
Douglas Fir West Coast Hemlock 
Size Spacing Maximum Span 
16” o.c. 9.8” 
16” 0.c. 14’.4” 
16” o.¢ 19’.8” 
FLAT ROOF JOISTS supporting finished ceiling 
(Roof slope 3 in 12 or less) 
2x6 16” 0... ¥ 
2x8 16” o.¢. 11’.6” 
2x10 16” o.¢ ’.8” 
2x12 16” o.¢. 18’-2” 
CEILING JOISTS (no attic storage) 
2x6 16” 0.¢, 11’-8” 
2x8 16” o.¢ 17°-6” 
FLOOR JOISTS 30 Ib. 40 Ib. 
live load* live loadt 
2x6 16” 0.¢. 7’.2” 6'-4” 
2x8 16” o.¢ 10’-8” 9’-6” 
2x10 16” o.¢. 14’-8” 13’-0” 
2x12 16” o.¢ 17’-0” 15’.4” 
*sleeping rooms only 
tother than sleeping rooms 
BOARDS. Ample strength and satisfactory cov- 
erage make ‘‘Utility’’ boards a primary mate- 
rial for sub-floors, wall sheathing 4nd solid 
roof boarding in permanent construction. This 
grade is widely used for light concrete forms. 


GET THE 
TECHNICAL 
FACTS 

Write today for your 
copy of ‘Where to Use 
Utility Grade.” 
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Toke a good look at these 
sure-to-sell TOOLTIME specials 


rder plenty and order now for real 
business . . . big business 


ffers are good on all shipments 
from April 1 thru June 30 


ook for scores of hard-hitting, large-space 
ads in national magazines 


T ie in with your own “come-to-my-store” 
co-op ads in newspapers 


ncrease impulse sales with 
eye-catching MF display material 


ultiply your volume by in-store 
tool demonstrations 


Earn profits... profits . . . profits 
- +» profits! 


PRICES SHAVED ON PLANES 


$1 SAVING! Fine bench 
plane with fast depth and 
side adjustments. Cutter is 
solid tool steel 2” wide. 
(No. 900) 


“TOOLTIME 


$529 


59¢ OFF! Good quality 
block plane. Sides are 
highly polished. Lever cam 
lock. Cutter depth screw ad- 
justed. (No. 75) 


ne fa 


~~ FOOLTIME 


$339 


HAMMER KNOCKED DOWN 80¢ 


Tubular steel shaft and 
cushioned handle absorb 


shock. Perfect balance. 
Should last a lifetime. (No. Reg. es 


692C) TOOLTIME 
‘4 


COMBINATION SQUARE DEAL 


Popular, accurate square. Deeply etched 
— 8ths and 1é6ths one side, 16ths and 32nds 
on other. Cat’s-eye level. (No. 1200) 


nes. Dea 


TOOLTIME $7 89 


HACKSAW FRAME PRICE CUT 


Comfortable pistol grip. Back of frame is reinforced. Nickel 
finish. Blade is easily adjusted to face in 4 directions. (No. 
1237) 


Reg. pe 


TOOLTIME 


High speed steel blades pack- 
aged in handsome plastic carry- 
ing roll. Sizes %”, 2", %’, 
%", 7", 1". (No. 8006) 


Reg. Seal 


TOOLTIME 


$642 

















TOOLTIME Promotion 


FREE CARRYING CASE AND 
RIP GUIDE WORTH $15 


Applies to any of these three Heavy Duty saws. They’re 
professional performers. Loaded with power. “Deep- 
cut” design. Big capacity. Patented Micro-Guide.® 





Order Capacity 
Number Sow 90° 45° 


No. 646-6'/2” _ ,” | LSHP | $74.95 
No. 747-7," | 2%” :. 2.0 HP | $84.50 


Power Price 
































No. 800-81,” | 27/4” 2%,” | 2.0HP | $95.00 





Price of saw includes FREE case and rip guide Saw and rip 
guide in case — all packed in one box 
PRICE CUT $5 ON POWER SAW 


A husky, all-purpose 6%” model. Handles any job. 1.0 
HP cuts 2%,” at 90°, 1%” at 45°. (No. 626) 


Der TOOLTIME S492 


$5.95 BONUS JIG SAW OFFER 


Free bench stand and 
table included with 
purchase of No. 360 
Jig Saw. Saw cuts 
own starting hole in 
wood, Fastest in its 
class. Order by No. 
3660. 


Reg. oat . 


TOOLTIME 
‘2.9% 
MILLERS FALLS COMPANY 


Dept. AL-11, GREENFIELD, MASSACHUSETTS 


MILLERS FALLS 


NEW NEW 


No. 840 4” belt 1 HP 


‘84% 


NEW NEW NEW 
HEAVY DUTY BELT SANDERS 


Two new additions to 
the MF line. 16 special 
features. Professional 
quality, yet priced 
lower than any com- 
parable models. Power- 
ful MF motors. Bail and 
needle bearings. Slip- 
proof timing belt drive. 
Contour handles and 
anti-gouge back rest. 





DEVELOPING RAW LAND is part of the extensive program in land control and 


Supply Co., Jacksonville, Fla. 


° eh : ¥ ' ae fe 


home building promoted by Dawkins Building 


Before you make your initial investment, there are many important factors 
to evaluate—the potential market, trained manpower, site selection and 


land costs. 


These are among the topics considered in this first article in an American 
Lumberman series on land development. An expert gives you basic infor- 


DEALER SALES CONTROL 
(See Page 5) 


By 
Dr. Robert O. Harvey 


Many dealers in many communities 
are finding that land control is a pre- 
requisite to sustained and expanding 
sales of building materials. Dealers 
can both protect and expand their 
sales volume by integrating land de- 
velopment and house building with 
their lumber business. 

A dealer who initiates or partici- 
pates in a land development program 
has a better opportunity to obtain a 
greater share of the building market 
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by tying material sales to lot sales than 
he does if he merely relies on material 
sales on other peoples lots. 

Land development and _ building 
programs also permit the lumber deal- 
er to reserve a share of the local mar- 
ket for himself when his market has 
been invaded by big developers and 
prefab operators. 

Land development and _ building 
programs by dealers are refinements 
of one of the current trends in the 
material supply business: providing 
complete service for planning, financ- 
ing, locating and erecting houses 


mation about a complex and specialized field to which more lumber dea- 
ers are turning as a means of Dealer Sales Control. 


through direct contact between the 
dealer and the consumer. 

Any size dealer. Land development 
activities are possible for almost any 
size dealer in any size market. The 
scale of a land development program 
can be adjusted to the capacities of 
the dealer and the market. Projects 
as small as five acres may be con- 
ducted efficiently. 

Unit costs may decline as the size 
of a single project is increased above, 
say, 80 acres because of possible low- 
er land acquisition costs and relatively 
lower site preparation charges and 
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greater efficiency in building opera- 
tions. Large-scale developments in- 
volve increasing costs to overcome 
drainage and sewer problems, which 
are avoided or solved simply in small 
developments. 

The decision to engage in land de- 
velopment may be approached with 
only indirect reference to relative 
firm or market size by answering 
three questions: 

1. Is the dealer ready for land de- 
velopment? 

2. Is the market ready? 

3. Is land development either a nec- 
essary or desirable collateral function 
of the particular material supply busi- 
ness? 

The. capacity of the dealer to sup- 
port a land program is the first con- 
sideration. The obvious starting point 
is to determine the ability of the firm, 
or the dealer acting separately, to 
raise the necessary capital. 

A land development company sep- 
arate from the lumber company is 
usually formed but, directly or indi- 
rectly, the lumber supply firm is often 
a source of the capital. Raising the 
equity capital with which to develop 
land is ordinarily not the most difficult 
of the problems to be overcome. 

With the use of credit from land 
sellers, independent investors, develop- 
ment contractors and lending institu- 
tions, the equity requirements usually 
can be restricted to 20% to 30% of 
the total land development cost. Many 
projects have been carried off with 
equities both larger and smaller than 
these figures, but a dealer with first 
thoughts on land development should 
be prepared to assemble capital funds 
of at least this large until detailed ar- 


About the Author 


Dr. Robert O. Harvey, author of 
American Lumberman’s exclusive series 
of articles covering all phases of land 
development, is no stranger to retail 
lumber dealers and their problems. 

He has talked at regional lumber deal- 
er conventions and served as a partner 
in the Lu-Re-Co Management and Sales 
Institute, a firm engaged in serving 
lumber dealers active in residential build- 
ing and land development. 

As a consultant, he has served firms 
interested in real estate market analysis 
and property valuations, also financial 
institutions on mortgage and construc- 
tion landing problems. 

Dr. Harvey has written widely, both 
books and articles, on subjects related 
to land development, use and financing. 
He has talked on “Fundamentals of Val- 
uation” for assessing officials; “Con- 
struction Financing” for the annual con- 
vention of the Illinois Savings and Loan 
League and “Size of Building Operation 
and Cost” for the University of Small 
Homes Council course in residential 

construction. 
- He has been active in various re- 
search activities in the field of real es- 
tate and financing. These have included 
new techniques for measuring and pro- 


rangements indicate different require- 
ments. 

Personnel adjustments to handle the 
increasing work load are often more 
difficult for the small dealer than rais- 
ing capital. Negotiations for land and 
financing and the details involving 
any land program take considerable 
time as well as know-how. 

Train employes. The dealer should 
be prepared to train or acquire em- 
ployes to process exhibits for lenders, 
for both the land phase and the house 
building phase. FHA and VA process- 
ing, in particular, require training. 
Most important of all, the dealer 
making the shift from selling “pieces” 
to selling houses will find that sales- 
men accustomed to the “piece busi- 
ness” usually need considerable train- 
ing before they become accomplished 
lot or house salesmen. 

The last of the questions to be con- 
sidered by the dealer with respect to 
whether he is ready for a venture into 
subdividing is this: 

Does the dealer have the personal 
ambition to accept the hazards asso- 
ciated with a new type of enterprise 
and does he have the capacity to as- 
sume the risks which are inherent in 
subdividing activity? 

It is not unusual for a dealer to 
discover that he has limitations which 
restrict his ability to engage unaided 
in a land and building project. If a 
project is desirable but beyond his 
personal scope, he may be able to put 
together and manage a_ subdivision 
while acting as an agent for others. 

Or, a dealer may be an_ investor- 
promotor who hires the services of an 
accomplished real estate broker or 
property manager, who will organize 


jecting trends in urban economies; analy- 


sis of real estate and mortgage market 
trends in Champaign-Urbana, Ill. and 
traffic flows and land values in the 
same area. 

Dr. Harvey is director of the Urban 
Land Economics program at the Uni- 
versity of Illinois, where he is also pro- 
fessor of finance. Besides membership 
on various university committees, he is 
a member of the Champaign Plan Com- 
mission. 
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and administer a company which does 
the developing. It is not unusual for 
the lumber dealer to have only a lim- 
ited financial participation in the ven- 
ture, even though he may be the force 
behind it. 

Once the dealer establishes that or- 
ganizational and personal factors are 
favorable to a project, he must an- 
swer another question: Is the market 
ready for a project? The dealer should 
consider carefully the inventory of lots 
and houses available in his market, 
also the influence which additions, 
which he and others might provide, 
would have on the price structure in 
the area. The sensitive parts of the 
inquiry are those which deal with the 
probable behavior of competitors, 
identified and unknown, and the fu- 
ture demands for new housing in the 
market. 


Economic factors. The dealer 
should first identify his real estate 
market area: the area surrounding his 
place of business within which lots 
and houses of similar character sell at 
the same price. The mobility of the 
U. S. population makes it possible 
for dealers in very small towns to en- 
joy housing markets which include 
parts of much larger areas. 

The demand for housing within the 
market area will depend primarily 
upon employment and income levels 
and the availability of credit to fi- 
nance home buying. If employment 
prospects are good, the demand for 
new housing will stem from families 
who want better homes; families 
shifting into the market to accept 
employment in the area; families 
coming into the market to establish 
new residences while maintaining em- 
ployment elsewhere; and new house- 
holds being formed within the market. 

In short, before undertaking a land 
project, the dealer should have infor- 
mation about the extent and character 
of the market; the strength of the 
demand forces; probable changes in 
supply; and the underlying economic 
and financial conditions of the area. 
The review of the market should tell 
the dealer whether or not a project 
could be started in a favorable eco- 
nomic environment. 

If neither obstacles nor inducements 
to launch a land venture are found in 
the answers to the two preceding 
questions, the final question is this: 

Is land development a worthy tool 
or even a necessary collateral func- 
tion of the material supply business? 

The answer is clear: a well-consid- 
ered land program is never less than 
an important sales tool for the active 
lumber dealer and it may be the dif- 
ference between successful continua- 
tion in business and reduced participa- 
tion in the housing field. 

Market guide. After a dealer de- 
cides that a land program should be 
undertaken, the next major step is to 
determine the types of housing which 
would be attractive to buyers. A sub- 
division’s design and standards dictate 
the kind of houses to be erected. The 
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subdivision design, then, should re- 
flect the types of homes he expects to 
build. 

The level of after-tax family in- 
come and local lending standards help 
determine the price brackets in the 
housing market. The middle ranges in 
the housing market will have total 
unit prices of between two and two 
and one half times the annual family 
after-tax income of buyers. 

Monthly disposable incomes tend 
to range from four to five times as 


large as monthly housing costs (mort- 
gage payments, taxes, insurance, av- 
erage repair and maintenance require- 
ments). Estimates of income levels are 
the dealer’s best guides to the prob- 
able active market brackets. 

The style of housing to be offered 
depends largely upon the general at- 
titudes and customs of the people in 
the area. The old cliche, “there is no 
accounting for taste,” probably con- 
tinues to be a truism; however, the 
dealer who plans a development proj- 


ect need not bother to argue with 
consumer preferences. 

The hazard for the developer is that 
tastes may be changing while his de- 
velopment is in process. Developers 
should be sensitive to changes and at 
least attempt to anticipate adjust- 
ments in consumer preferences. the 
strategy for planning a _ speculative 
housing project is similar to that used 
in duck hunting: aiming directly at 
the flying bird often lets the shot pass 
behind the target. 


Dealers Admit Bad Errors In Site Selection; 


Offer Advice 


Land development and control was the big subject on 
the state and regional convention circuit this past season. 
Among the conventions with panel discussions on land 
were Indiana, Ohio, Northeastern and Southwestern. 

Below are excerpts of dealer remarks pertinent to the 
specific subjects covered by Dr. Harvey’s first article. Each 
dealer was a convention speaker on land. 

“We would cut our volume at least one-third if we 
didn’t own and control lots,” commented Jack Nowell, 
president, Nowell Lumber Co., Cleveland, Miss. “I think 
it is the only salvation in the smaller towns. It means a 
lot to us because we aim to make a profit on both the 
material and the land.” 

Pointing up the importance of advance planning, Now- 
ell describes a costly error he made. 

“I bought 23 acres of land adjoining the western boun- 
dary of the city. I divided this into two parts, the eastern- 
most part of 26 lots being developed first. Because it was 
situated outside the city limits, I had to pay for the in- 
stallation of curbs and gutters, install my own sewer lines 
and water lines and pave the streets. This was costly. 

Advance planning. “Here, again, I failed to take into 
consideration future development of the other part of this 
tract. Instead of having a master plan for the development 
of the entire 23 acres, I did each part as it was needed, 
increasing the overall cost. After developing the balance 
of this tract into 39 lots, I saw the necessity for an overall 
plan.” 

Nowell purchased other lots, giving the city time to ex- 
pand existing city boundaries and saving the cost of in- 
stalling water, sewer lines and fire plugs. He still has to 
pay for the curbs, gutters and paved streets. 

“By trial and error,” he concludes, “I have found just 
how costly land development can be without advance plan- 
ning. 

(For a complete account of Jack Nowell’s land develop- 
ment program, read “Success and Failure With Land,” 
A.L., February 1, 1960.) 

“In the small town, especially, you don’t have to buy 
a large number of lots if you are smart enough to find 
out which are the key lots,” emphasizes George V. Stein, 
president, Currell Lumber Co., Lawton, Okla. 

“We find that in smaller areas where you are develop- 
ing just a street, it works real well if you can develop a 
team. If you can work with a builder, a real estate man 
and yourself as material man, it works very well. But 
watch the free loaders. There are lots of people who like 
to sit around and watch you bring in a sewer line or wa- 
ter line up to the edge of his property so he can tack 
onto it. This can legally be prevented so no one can tie in 
without paying his share.” 

Start slowly. “Don’t buy too many lots and don’t de- 
velop too much,” warned Stein. “You might find that you 
had all your money in this land that you are going to use 


to control the sale and not enough money or credit to 
buy the materials to sell them.” 

Although not a convention speaker, John L. Hill, D & H 
Builders Supply, Stamford, Tex., has this word of advice 
based on his experience in land. 

“We made the usual mistakes that most inexperienced 
developers make of not guessing properly where the utili- 
ties will be needed first. Consequently, we have had money 
invested in some utilities for 10 years that haven't been 
used. Eventually, of course, this money will come back 
to you, but the interest on the investment is nil. 

“One problem in a small town is the lack of skilled tech- 
nicians like engineers and other specialists to do the many 
little jobs that are necessary without the cost per unit 
running too high. It has been necessary to expand beyond 
current needs to hold the cost down.” 

In laying out lot lines, “Friendly” Frank Maher, Louisi- 
ana (Mo.) Lumber Co. tries to find lots that are nearer 
square than rectangular—buyer’s preference, he says. His 
lots are less than 70’ wide. 

The square-type lot, he finds, affords ample front 
yard for proper display of the house, ample separation of 
one house from another and enough back yard to be use- 
ful without being a burden. 

You sometimes have to pay a premium for a good lo- 
cation, but you more than break even, believes Harold 
Henderlong, president, Henderlong Lumber Co., Crown 
Point, Ind. It helps sell houses, helps insure FHA val- 
uation of your houses and brings customers back. 

He urges dealers to maintain design control over houses 
in their development, insisting on a variety of design and 
materials, 

Two developments. Vernon H. Landgraf, L. H. Land- 
graf Lumber Co., Cape Girardeau, Mo., believes in two 
separate types of developments. 

“One is for Jow or medium-priced houses, the other to 
higher-priced homes,” he says. “One advantage of a sub- 
division,” he adds, “is its power to pull orders for orders 
for homes on scattered lots. For every house built in a 
subdivision, we sell a duplicate elsewhere in town.” 

Frank W. Prets, manager, Prets Lumber Co., Galveston, 
Tex., took advantage of municipal improvements made 
by the city to start a land control program of 165 lots in 
1956. Raw land was developed with the company putting 
in 442” fill, curbs and streets, then splitting water and 
sewage installation costs with the city. 

When Prets first began to build, the land was valued at 
$3,000 per lot by the VA. Two years ago, this figure was 
upped to $3,900 following FHA approval. 

“By acquiring tracts,” explains Prets, “we don’t have to 
worry about a builder coming in and erecting sub-stand- 
ard or undesirable houses, downgrading the value of our 
additions.” 
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_ Looking ahead. The subdivision de- 

sign should anticipate the type of oc- 
cupancy required in the market. In 
recent years, multi-family units have 
accounted for a very small share of 
the new dwelling units built. The next 
few years, 1960-65, will probably see 
the start of major changes in the pat- 
tern of dwelling unit construction be- 
cause the great growth in households 
will be predominantly in the age 
groups which traditionally have pre- 
ferred renting as opposed to home 
ownership. 

Households in which the head of 
the — is pesereas 25 and 55 com- 
pose the big home buying group. Onl 
about 7% of the increase in inomacthohde 
between 1958-65 will be headed by 
people between 25 and 55. House- 
holds with heads under 25 will rise 
by more than 66% and the number of 
households headed by _ individuals 
over 55 will grow by more than 17%. 
Nearly 70% of the increase in house- 
holds between 1958-65 will be headed 
by persons under 25 and over 55. The 
older and younger households histori- 
cally have not been well represented 
among buyers of new houses. 

The demand for new single family 
housing may be less dependent upon 
the age of heads of households than 
on the economic situation of the 
household and the number of children 
in the family. But the dealer should 
recognize that there are indications 
that much of the anticipated demand 
for new housing may be sparked by 
a desire for rental units, which will 
probably occur in two or more family 
structures. 

In summary, a developer is war- 
ranted in learning as much as possible 
about the distribution of incomes 
and ages of the family units in his 
market and identifying patterns of 
change in them before deciding upon 
the design characteristics of a project. 

Selecting an area. A decision on 
what kind of a tract to acquire should 
follow an evaluation of the market to 
be served. The land acquired must be 
compatible with the market for the 
finished product. A residential subdi- 
vision will begin with chracteristics of 
its own, which should be complement- 
ed by the surrounding area and be 
reasonably well related to general 
city growth trends. 

The best general guide is to acquire 
land in or adjacent to the probable 
line of growth of areas in the resi- 
dential price category in which the 
new building project is likely to be. 

Particular sites must be considered 
in terms of the influence of their phys- 
ical features on development costs. 
The required expenditure for clear- 
ing, grading and engineering installa- 
tions must be related to the total val- 
ues of lots produced. 

As an illustration of cost differ- 
ences, one 54-lot increment of a west 
coast subdivision platted on a steep 
hillside cost 60% more per lot to de- 
velop than an adjacent increment of 
83 lots on relatively level land. Sites 
which require a great deal of expen- 


How to Estimate Purchase 
Price for Land Development 


A formula for estimating a war- 
ranted investment for land can be il- 
lustrated by the following case ex- 
ample. 


A dealer is studying a 40-acre tract, 
which can be subdivided into 160 lots, 
which would have retail prices of $2,- 
800 each. The estimated cost of de- 
veloping the land, exclusive of the re- 
coverable utility deposits, is $260,000. 
The retail price of the 40 acres is esti- 
mated at $448,000. A minimum de- 
sired profit of 20% of retail price is 
$89,600. The total of the desired prof- 
it and the estimated development cost 
is $349,600. 


The difference between the total re- 
tail price and the combined cost-prof- 
it estimate is $98,400, the estimated 
warranted purchase price of the raw 
land. The raw land is estimated at 


sive preparation obviously may not 
be appropriate for low or moderate 
price housing. 

The forecasting of the growth 
trends of a city is not unreasonably 
difficult because cities tend to follow 
predictable patterns. _Residential 
growth trends are self-sustaining. 
Streets, schools, stores, banks and of- 
fices as well as utility installations, 
provided publicly and privately, both 
precede and _ reinforce residential 
trends. 

Land developments not in the line 
of city growth neither can change the 
trend nor complete satisfactorily with 
tracts of similar quality in the pre- 
vailing line of residential growth. Un- 
less the “out-of-line” developers are 
prepared to offer a full complement 
of superior urban services and easy 
access to established parts of the com- 
munity, their prospects for success are 
poor. 

The costs of providing the neces- 
sary community facilities, schools and 
sewage disposal systems, are usually 
so great that a single developer cannot 
create adequate substitutes for the 
facilities serving areas in the main 
line growth. 

There are few opportunities in the 
history of a particular community for 
new growth sectors to be started. 
These arise when the established pat- 
terns can no longer be continued or 
additional growth in the old direction 
is obviously less desirable than some 
new alternatives. When the time is at 
hand for interrupting the old trends, 
the developer who starts the new 
growth pattern will be the one who 
first offers sites which are: 


1. Served by fast, non-irritating 
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$2,460 per acre or $615 per lot; de- 
velopment costs are estimated at $6,- 
500 per acre or $1,625 per lot. 

In the situation described above, 
the dealer could have started his cal- 
culations with the sale price of the 
raw land fixed at $98,400. He would 
add the development cost of $260,- 
000 and apply a 25% markup to the 
total to get the total retail price of 
$448,000. 

The retail price divided by the num- 
ber of lots—160—indicates that the 
retail price per lot would have to be 
$2,800. The dealer would then deter- 
mine if the lot prices were in line 
with the market. 

In this example, the generally ac- 
cepted desired minimum profit for 
subdividing was used, but variations 
in both directions from standard are 


transportation routes to the central 
city. 

2. Adjacent 
long-run possibilities 
growth. 

3. On terrain free from floods, sub- 
soil difficulties and away from nui- 
sances. 

4. Blessed with a view or near a 
prestige site which is aesthetically 
pleasing. 

5. Served by reputable schools and 
the standard urban utilities. 

In selecting a site for subdividing, 
the dealer simplifies his sales and fi- 
nancing problems if he selects and de- 
velops an area which appears likely to 
maintain stable values. 

In a city of 50,000, small tracts 
of 20 to 40 acres are usually domi- 
nated by the surrounding area. It is 
possible for the developer to create a 
desirable environment within a small 
subdivision, but areas of as much as 
100 acres may be required in a city of 
around 50,000 to permit the subdi- 
vision to set the tone for a section of 
the city. 

The amount of land required for a 
subdivision to be dominant instead of 
dominated is related to the size of the 
community in which the activity takes 
place, but the guide to the developer 
is obvious: blend small developments 
with desirable existing areas. 

How much to control. A decision 
on how much land a developer should 
control with respect to a given project 
may be the result of several factors 
which are forced upon him as condi- 
tions of engaging in subdividing. 

The subdivider can plan to develop 
land in accordance with his estimates 

(continued on next page) 


to open areas with 
for continued 
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of the market’s capacity to absorb 
new units, but his decision on how 
much land to put under option or 
contract for purchase may be. based 
on the land seller’s requirements for 
a minimum size purchase commit- 
ment. 

If a dealer undertaking a land devel- 
opment project is free to arrange 
for approximately any size tract he 
chooses, he should weigh the follow- 
ing factors: 

The larger the amount of land 
owned or controlled, the greater are 
the possibilities for low-unit costs, 
protection of the previously developed 
area and uninterrupted operations; 
but, also greater are the required 
capital outlays, long-term financial 
commitments, Operational rigidities 
and over-all risks. 

Acreage control is not a problem 
for the dealer who picks a “land pock- 
et” for development, but it is very 
much of a problem for the dealer 
who wishes to engage in continuous 
land operations. He will be guided by: 

1. The rate at which land can be 
sold in the market. 

2. The share of 
dealer can command. 

3. The costs of carrying land. 

4. Requirements for supplementary 
capital. 

5. Competitive programs. 

6. Limitations to long-term devel- 
opment in the current growth sector. 

7. Personal ambition. 

Tract builders usually arrange to de- 
velop about one years’ requirements 
at a time and maintain rights to ac- 
quire enough land for an additional 
two to five-year program. Experi- 
enced developers are careful to avoid 
bringing lots into the market prema- 
turely. 

As soon as farm land is platted, 
tax assessors usually insist that the 
lots be taxed on their retail values. 
Carrying charges on an inventory of 
developed lots are high and sites on 
the original sale market for more 
than one year tend to become “shop- 
worn.” 

How much to pay. A good rule for 
a developer is to acquire the best land 
available in keeping with the overall 
subdivision objective. It is very rare 
that a would-be subdivider encounters 
a true “bargain” in land. 

There is no satisfactory guide relat- 
ing the price of raw land and finished 
lot prices. A widely accepted histori- 
cal rule once held that retail lot prices 
four times that of the purchase price 
of the same amount of raw land would 
provide a profit for the subdivider. 

During the housing booms follow- 
ing World War II, the ratios moved 
well above 4-1 to as high as 8-1. Cur- 
rently, it is generally conceded that 
such ratios are not worth considering. 

A warranted land purchase price 
may be determined by working back- 
wards from the probable sales prices 
of the completed lots (or units, if a 
building program is part of the devel- 
opment). The first step is to estimate 


the market the 


the number of lots to be created from 
each acre. Next, estimate total de- 
velopment costs and express them as 
charges per acre. The third step is the 
estimation of the probable market 
prices on a per acre basis of the lots 
either as separate items or as parts of 
total housing packages. 

The difference between the retail 
price per acre and the total expendi- 
tures per acre covers the price of the 
raw land and the subdividers markup. 
A generally accepted minimum de- 
sired markup by subdividers is 25%, 
which results in a profit of 20% of the 
retail price. After a suitable profit al- 
lowance has been charged against the 
retail price per acre, the residue is an 
estimate of the warranted price to be 
paid for raw land. 

Typical land development items for 
which cost estimates will be needed 
are listed below: 

1. Consultant fees, land planning, 
engineering planning and engineering 
supervision. 

2. Interest on borrowed capital 
for the duration of the project. 

. Legal fees. 

. Title policies or abstracts. 

. Documentary stamps. 

. Surveys 

. Trees 

. Sanitary sewers 

. Storm drains and sewers 

. Grading, trenching and filling 

. Bridges, culverts and retaining 


. Streets: grading, curbs and 
gutters; pavement: base course and 
surface course; street lights, street 
signs and sidewalks 

13. Utility deposits (usually recov- 
erable; not cost items but items which 
require cash deposits; gas, electric 
power, telephone and water. 

14. Area clean-up and contingen- 
cies 

15. Municipal permits and inspec- 
tions 

16. Sales expense (including promo- 
tions) 

Word of advice. Residential areas 
which are given effective treatment 
with respect to subdivision design, 
landscaping, coordination of structure 
placement and architecture usually 
fare well in the markets. The appar- 
ent keynote to creating successful 
physical characteristics is SJMPLIC- 
ITY. 


The objective of subdividing should 
be the creation of the highest total 
land value possible for the overall 
house building program. The objec- 
tive is not necessarily achieved by 
platting the greatest number of lots, 
although good design frequently pro- 
duces windfalls in the form of extra 
salable lots. 

A final thought—no amount of pro- 
motion or advertising can replace val- 
ues lost through poor subdivision 
planning and design. 


(The second article in this series will 
discuss all aspects of land development 
financing with examples of various types 
of financing arrangements.) 
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GLASS BY AMERICAN-SAINT GOBAIN 


Glaziers and glass dealers are continually discovering 
that they can increase customer satisfaction and their 
own convenience at the same time—by using and selling 
glass by American-Saint Gobain. Famous brands like 
ASG LUSTRAGLASS®, LUSTRACRYSTAL® and LUSTRAGRAY® 
not only offer the best optical quality available in sheet 
glass today ... they also store easier, handle easier and 
cut cleaner. 

Why? Because every square inch of ASG glass is 
quality-controlled for optimum annealing. This means 
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it won’t scratch from ordinary contacts in storage and 
handling. Yet it responds perfectly to the cutting wheel. 
A good wheel dipped in kerosene will make a perfect 
score every time... a cut you can run with ease, and 
without waste. 

You can convince yourself in minutes. Call your local 
independent glass jobber, or contact our district office 
nearest you. 

AMERICAN-SAINT GOBAIN CORPORATION, Dept. AL-1 
625 Madison Avenue, New York 22, N. Y. 


Circle No. 31 on Handy Cover Card 57 





NEW FROM KAISER ALUMINUM 
TWIN-RIB 2Sivine 


LOWEST COST ALUMINUM ROOFING MADE 


FIRST ALUMINUM ROOFING 
DESIGNED FOR RE-ROOFING AND SIDING 


AVAILABLE NOW! 
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NEW KAISER ALUMINUM TWIN-RIB ROOF- 
ING [S THE LOWEST COST ALUMINUM 
ROOFING MADE—PRICED TO COMPETE 
WITH 28 AND 29 GAUGE GALVANIZED 
STEEL ON AN INSTALLED COST BASIS! 


With Twin-Rib, side lap metal loss is less than 


lengths are standard. 6 to 12 foot lengths too! 
with any other metal roofing. 


Twin-Rib Is Long And Wide: 14 and 16 foot 


Provides 48 inch net coverage after la 
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DIAMOND-RIB* FOR STRENGTH .. 
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Twin-Rib is the ideal companion for Diamond-Rib roofing! 
For re-roofing and re-siding, Twin-Rib for economy .. . for 
new construction, Diamond-Rib for strength. New Twin- 


Rib is also ideal for use with Diamond-Rib—as low-cost 


siding for pole type and steel frame buildings. 
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flat corrugation for easy nail 


Kaiser Aluminum Twin-Rib and Diamond- 
Rib roofing and siding and a complete line of 


accessories are ava 


ilable now! Contact your 


. 


tributor or sales repre- 


minum 


Kaiser Alu 


sentative. Don’t delay, order today! 


* Trademarks Kaiser Aluminum & Chemical Corp. 


Twin-Rib patent applied for 


& Chemical Sales, Inc., 


minum 


Kaiser Alu 
Building Products Sales Dept., Kaiser Center, 


300 Lakeside Drive, Oakland 12, California. 
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. SELLS FOR LESS! 


LESS .. 


TWIN-RIB COSTS 


BILLBOARD ADVERTISING is used by Raben Lumber Co. to 
promote building sites in subdivision opened by Raben De- 
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velopment, Inc., a separate corporation controlled by the? 


lumber firm. 
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Land Control “Must”, Dealer Says 


Separate land development corporation improves build- 
ing sites, so South Dakota firm now offers complete 


home building package. 


CAREFULLY-GEARED land 
control program are stepping 
stones to volume sales, according to 
Raben Lumber Co., Rapid City, S. D. 
In business only seven years, the 
firm ended last year with almost $1 
million in sales. 

Seven years ago, five partners 
chipped in $20,000 each, mostly bor- 
rowed money. 

“After buying 11 trackage lots and 
putting up buildings we were left with 
about $47,000 to invest in inventory,” 
recalls Mel Raben, who with his broth- 
er Lyle, operate the business. 

“We were fortunate in having a 
couple of local wholesaler places,” 


60 


explained Mel. “This enabled us to 
fill most orders, although there were 
instances when it was necessary to 
dispatch a truck to the wholesaler 
immediately to complete an order”. 

Decide land policy, The importance 
of land control was realized during 
their third year in business. Many 
people, looking for home-building 
help, came to Raben Lumber Co. 

“We could furnish all the custom- 
ers’ building requirements except a 
site,” explained Mel. 

“Rapid City was growing by leaps 
and bounds and good sites were tight. 
Thus we lost many potential sales and 

(continued on page 63) 
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FOR THE INDIVIDUAL 


We now offer mony new building sites in the Strathaven 
crea, Select the home you desire from hundreds of new 
home plans 


CUSTOM HOMES ON 
CHOICE BUILDING SITES 


We have complete drafting and estimating services. We can recommend 
qualified and reliable contractors to build the home te meet your teq 
menis 


Built With Quality Materials 


We carry a large stock of nationally known. top quality building meterisis 
to inewre @ woll built. long lasting home 


RABEN LUMBER CO. 


OMAHA AT THIRD — Fi 2-8100 








CUSTOM HOME PROMOTION also is 
theme of Raben Lumber Co. newspaper 
ads, which plays up choice of building 
sites offered by the Rapid City dealer. 
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e Flows freely into cores or cavities 
-»-MO Cutting, no furring out...no fit- 
ting...no waste. Drastically reduces 
costs of both materials and labor. 


@ Fills 100%...won't settle. . .per- 
manent. Will not permit transfer of 
moisture from outer to inner wall 
surface. 


Mail Coupon 
for 
FREE DATA 


a?’ 


ZONOLITE? warce-ceocuen 
MASONRY FILL INSULATION 


gives Builders a Fast, Low-Cost Way to 


Insulate 


BLOCK 
AND CAVITY 
WALLS 


gives you a brand-new Year-Round Seller! 


If any insulating product ever hit the 
market with everything in its favor, this 
is surely the one. Zonolite Water-Repellent 
Masonry Fill Insulation meets a crying 
need that architects, builders and build- 
ing owners have recognized for years. 
Now, for the very first time, there’s a 
completely effective insulation for biock 
and cavity walls that gives you a new 
source of profit all through the year. 


Fast: High-speed installation pictured 
here can be duplicated on any job. 
Efficient: Cuts heat transfer through 
masonry walls up to 50%. 


Stays Dry: Patented process insures 
against water damage to insulation. 


Cuts Heating & Cooling Costs: Often 
permits smaller units...greatly reduces 
operating costs. 
Low Cost: As little as 14 to 14 the costs 
of insulation applied to inner wall sur- 
face and other methods used heretofore. 
So now you can see why Zonolite 
Water-Repellent Masonry Fill Insulation 
is already selling ‘‘like 60’’ the nation 
over and gaining tremendously from day 
to day. So, get all the facts... mail the 
coupon today. 


ZONOLITE COMPANY —Dept. AL-40, 135 South LaSalle Street, Chicago 3, Ill. 


Rush me FREE Booklets MF-2 and MF-3 on new 


ZONOLITE Water-Repellent Masonry Fill Insulation. 

















SO EASY NOW... 
to adjust gliding doors! 





 ) KENNAFRAME® 


all-steel, warp-proof pocket door assembly with 


FINGER ADJUSTING* HANGERS 








NO NEED TO REMOVE STOPS, TRIM OR DOOR! 
CUTS ALIGNMENT TIME IN HALF! 
ENDS COSTLY CALL-BACKS! 








L 


Kennoframe cuts assembly cost. One ready- 
to-install package saves time and money. 


NEW 900FA KENNAFRAME “Custom”’ series, prefabri- 
cated assembly for 1” to 134” pocket doors, easily installed by 
one man in half the usual time. Four screws lock entire unit; 
simple adjustments for perfect header and jamb alignment. 
Save time; assure lasting, trouble-free performance. Note 
ratchet-type adjuster; mere finger-touch permits easy, time- 
saving alignment. New instant door mounting eliminates 
millwork. These exclusive features available in pocket and 
by-passing hardware. Write TODAY for details! Kennatrack 
Corporation, Elkhart, Indiana. *Pat. Pend. 
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LAND CONTROL 


(begins on page 60) 





came to the conclusion that the pur- 
chase of land was a necessity.” 

Starting in a small way, Raben 
Lumber would secure from two to 
five building sites annually and in- 
crease their holdings as finances per- 
mitted. 

“This move started paying dividends 
immediately and in the last few years 
we are almost convinced that a lum- 
beryard must have some land control 
to stay in business today,” agree both 
Mel and Lyle. 

Last year they stepped up their 
program of land control and _ pur- 
chased a plot for 39 homes. Under a 
separate corporation, Raben Develop- 
ment, Inc., they are improving the 
land, plotting lots, installing curb, and 
gutter and hardtopping streets. Upon 
completion, they will sell the locations 
and homes as a packaged unit. 

Custom-home program. “Being 
small, we don’t feel that we can go 
into project home construction and 
are restricting our development to 
custom-home builders,” revealed Mel 
Raben. 

Their plan of Dealer Sales Control 


CUSTOM PLANS for new homes are 
drawn by draftsman Jack Raben. 


is simple. Upon completion of a land 
development site, a customer can 
either bring in his own plans or have 
Raben’s drafting service work out a 
plan for them. No price is finalized 
until the total costs of land, construc- 
tion and subcontracts (such as plumb- 
ing, electrical and etc.) have been 
totaled. 


The company’s advertising program 
consists of regular newspaper ads and 
TV. Their “Gospel Valley” TV pro- 
gram had exceptional popularity. This 
was put on by the different church 
choirs every Sunday evening and 
helped the company get its name be- 
fore the public. 

Today the company’s original $47,- 
000 inventory has been upped to 
about $200,000. Plant property now 
covers 25 city lots and the staff of 
—_ employes has been expanded to 


All this in seven years! 


Land Use Research 


WASHINGTON, D.C.—The National 
Association of Home Builders has 
signed an agreement with the Urban 
Land Institute for a research study 
in the past, present and future resi- 
dential use of land. 

ULI will retain the firm of Har- 
man, O’Donnell & Henninger Asso- 
ciates, Inc., Denver, to carry out the 
study during the next six months. The 
NAHB is providing $9,500 for the 
study, augmented by additional funds 
from ULL 

“Fresh, new thinking in the use of 
land is needed in anticipation of great- 
ly expanded housing needs in the 
years ahead,” said Martin L. Bartling, 
NAHB president. 





“How NU-HOME ALUMINUM SIDING gave me 


the ‘eye-catcher’ | needed to make sales!” 


Mr. Herbert Rosner, vice-president in charge of construction, 


A. Siegler and Sons Builders, inc., Cleveland. 


This is the story of how one successful 
builder uses Hastings NU-HOME Alumi- 
num Siding to build better homes for less 
money — and sell them faster! Mr. Rosner 
tells us that NU-HOME is less expensive 
to apply. There is less waste; work can go 
on in any weather. Projects look much 
neater and public acceptance is so good 
that they quickly sold out their last three 
projects. And, because they can close sales 


faster, the company gets its money out that 
much sooner. 

One more important tact: Nu-Home 
Aluminum Siding is sold to builders only 
through building supply firms. For the 
complete story, fill out and mail the cou- 
pon. No cost, of course, and no obligation. 


HASTINGS 


ALUMINUM PRODUCTS, INC. 


Hastings. Michigan 
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Please rush me additional information on Nu-Home 
Aluminum Siding. 
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The New Home Market Which 


Veteran Lumbermen Lost 


Within a 12-year span, a group of Jack- 
son, Miss. builders seized control of the 
new home market from their former allies, 
the retail lumber dealers. This bitter battle 
is a story other dealers can read and take 
to heart. 


VER A BRIEF SPAN of a dozen years, a hand- 

ful of builders and realtors have taken control 
of the housing industry in Jackson, Miss., including 
the materials supply business for the bulk of new 
homes. The former kingpins of the Jackson building 
industry—veteran retail lumber dealers—have been 
outmaneuvered. 

The struggle for control of new housing has seldom 
been so intense, the outcome so clear. Most of the old- 
time lumber dealers admit today that they have let 
control ‘slip from their hands, perhaps forever, so far 
as new construction is concerned. 

A 44-page newspaper supplement appeared late last 
year in the State Times, a eulogy of the Sheppard 
brothers, who develop land, finance and build, as well 
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as supply the materials for their own homes and those 
of other builders. The Sheppard story, including facts 
on their building supply company, is told on page 66 
of this issue. 

The Sheppards are members of the group of new- 
comers who have turned the Jackson new housing in- 
dustry upside down. These upstarts of a dozen years 
ago now sit firmly on top of a market of some 2,500 
homes a year. They own land singly and jointly, ce- 
menting their hold on the market. 

In contrast, the retail lumbermen who once con- 
trolled the housing scene in Jackson are left with slim 
pickings and the home improvement market. Most of 
the dealers hopefully wonder when the Sheppards and 
their counterparts will over-expand and topple from 
their pinnacle. While a sudden and prolonged market 
drop could feasibly destroy their little empires, the 
newcomers themselves express no fear. 

The overthrow began in the building boom of the 
late 40’s and early 50’s. The Jackson market was 
changing from custom-building to speculative tracts. 
The significance of the Jackson drama is that many 
cities might go through the same change in the decade 
ahead. . 

Dealer control. The principal lumber retailers in 
Jackson were flush with success in the 1940’s. They 
took contracts for new homes, controlled the package. 
They dictated the terms of sale because they financed 
the contractors through credit. They sold quality ma- 
terials at a good profit. Their wholesalers were loyal. 

As the postwar demand for new homes mounted, 
each dealer tied himself closely to a few selected con- 
tractors. This seemed to be the efficient way to meet 
the expanding market. The pace was frantic; one 
dealer had yard crews working 24 hours a day at the 
time, in three shifts. 

In such an explosive market, the closely-knit rela- 
tionships between builders and dealers were often 
strained. Builders suspected they weren't getting their 
just rewards. Although they realized that the dealers 
supported them through credit, they felt that the deal- 
ers were reaping abnormally high profits. 

They demanded larger discounts from the dealers, 
but got a cold shoulder. Finally, several of the bigger 
builders pulled loose from their dealers, despite out- 
standing credit balances. They opened their doors to 
eager wholesalers or set up their own distribution 
firms. 

One prominent lumberman lost $1 million volume 
in the year his largest builder pulled out. “We were 
relying almost entirely on that account,” the dealer 
ruefully recalled. “Without him, there wasn’t much 
business left.” 

Another leading retailer went out of business short- 
ly after his No. 1 builder closed his account. 

“{ guess we thought we had those fellows sewed up 
because we were extending them so much credit for 
materials,” explained one dealer. The retailers be- 
lieved that the builders were bluffing when they 
threatened to buy elsewhere. 

The restive builders, many of whom also operated 
real estate firms, soon organized a chapter of the Na- 
tional Association of Home Builders, bringing unity 
among the new kings of the industry. At one time a 
buying co-op for the builders was suggested, but it 
never materialized. 

Instead, the builders found many distributors ready 
and willing to accept their orders. “Normal” distribu- 
tion channels were shattered. 

Eventually, the bigger builders set up separate re- 
tail yards. Builders such as the Sheppards, as told on 


the following pages, now manage their supply outlets 
as independent firms, catering to small and medium- 
sized contractors as well as consumers. Theirs are in- 
tegrated home building operations—land, real estate, 
financing, construction and materials supply. 

The blow to the big lumber dealers, who once domi- 
nated the scene, was almost irreparable. 

Lack of vision. Veteran Jackson lumbermen freely 
admit today that their conservatism blinded them to 
the changing times. “We didn’t think that Jackson’s 
boom could last very long,” one dealer told American 
Lumberman. The demands of the ambitious builders 
were not taken seriously. The dealers also failed to 
understand the importance of land development and 
real estate in the tract housing business; these were 
the areas where the newcomers got the control they 
needed in order to successfully cut the apron strings 
of the lumber dealers. 

Price is king. Today, some of the veteran lumber 
dealers are developing land; in a small way. Most of 
them are content with the home improvement sales, 
although even in this market, sales are made on a price 
basis. 

If you want a share of the new home market in 
Jackson, you can’t do it successfully as a small dealer. 
One manager tells this story: 

“I was hired a few years ago to pull this lumber- 
yard out ef a slump. It was obvious that we either 
had to be content with a small volume or we had to 
grow larger so that we could compete on a price basis 
with the big operators. We decided to go after the big 
business, work on a higher dollar return rather than a 
high profit percentage. 

“We cut costs severely. We sharpened our buying 
pencils, took all discounts, mechanized our yard. We 
now buy direct except for fill-ins. We have reduced 
everything to essentials. 

“We had a 40% increase in sales last year over the 
previous year and a 25% increase in net earnings. This 
came entirely as a result of continuous cost control and 
more production per man hour.” 

The manager added: “Many of the older lumber- 
men here are still not overhead conscious. That is why 
they will never be able to compete in the new home 
field. Vhey have cramped yard layouts, which are 
difficult to mechanize. They think only in terms of 
textbook markups—profit margins which are wholly 
unrealistic and justified only if you have an inefficient 
business.” 

Place in the sun. A visit around the older yards in 
Jackson would make most people agree with the man- 
ager’s analysis. But not all of the veteran lumbermen 
are complaining. 

One dealer said that he is happy with his half-mil- 
lion dollar volume. 

“We never did break our backs for those tract ac- 
counts, so we haven’t suffered as much as the dealers 
who did,” he reflected. “We had only one contractor 
pull out during those years of builder revolt around 
town. 

“We tried speculative building on scattered lots in 
a small way, but it won’t work on a limited budget. 
So we are now content with a reasonable profit from 
sales to home improvement contractors, consumers 
and a half dozen custom builders.” 

Summing up this turbulent period in Jackson build- 
ing history, one lumberman issued a warning to dealers 
everywhere. “Maybe our experience will be a lesson 
to other lumbermen. We thought that because we ex- 
tended credit to those builders, we had their business 
tied up. It didn’t work.” 
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The New Home Market Won By 
Young Dealer-Builders 


example: 


$41/2 Million Lumber and Materials 
Business Built in Five Years! 


(Story on facing page) 














ad iO ay 
ace at EROS. andl = 
We " 
eo / «i be Re oa 
y mi wf 
Ye ~ 
a wan Ce all 
. / “se ene 
on OP cnet ae 
Tin om 
ZL a & OOO 


i. nah ae 





JACKSON, Miss. 

HEPPARD BUILDING _ SUP- 

PLIES was born just five years 
ago in a crowded little warehouse, 
with two trucks and a handful of 
workers, an offshoot from the Shep- 
pard Homes Company and Sheppard 
Real Estate. 

Late last year, vice-president and 
general manager Pete Frierson and his 
50 or so pone saad moved into one of 
the biggest retail warehouses and 
showrooms of the industry in Missis- 
sippi. There’s 25,800 square feet of 
storage space in the new location, in- 
cluding the 15,000 sq. ft. steel-framed 
main warehouse and office structure. 
There’s a fleet of 15 trucks in the 
picture below. 

It’s a success story that’s hard to 
rival. The firm’s 1959 sales topped 
$414 million, said to be the largest 
volume of any building materials firm 
in the state. 

Only 10% to 15% of the sales are 
to Sheppard enterprises. The balance 
of sales are made to independent con- 
tractors, both big and small, accord- 
ing to Frierson. This means that a 
$4 million annual swath has been 
made into the business of established 
Jackson lumberyards. 


“We are not wholesalers in the 
sense that we have men on the road,” 
Frierson said. “But through volume, 
we can often sell below wholesale 
prices.” 

Emphasis on price is a Sheppard 
credo. “We made up our mind 
that too many building supply dealers 
were satisfied with a small margin of 
sales at a large margin of profit,” said 
Buddy Sheppard, president of the 
lumber and building materials arm 
of Sheppard Companies. 

“Being in the building business, we 
figured that faster sales at a much 
smaller margin of profit, particularly 
to builders who work on a big 
scale, would pay off. Our new setup 
is the pay off,” Sheppard said. 

“We make job-lot sales of quality 
products and materials at 10% mark- 
ups, as compared to 40% by dealers 
who specialize in smaller sales,” he 
explained. 

Up from real estate. The Shep- 
pard brothers, Tommy and Buddy, are 
the current top examples of the new- 
comers who have seized control of 
the Jackson building industry by in- 
tegrated realty, construction and sup- 
ply operations. The dramatic market 
change in the Mississippi capital city 


is told on the preceding pages in this 
issue. 

When out of the Navy uniform, 
Buddy Sheppard went into the mop- 
making business. His brother was in 
the oil drilling business. Then Buddy 
Sheppard decided to buy a new fami- 
ly home. “I heard every real estate 
spiel in the business. I began to figure 
that if that was all there was to selling 
homes, I could do it,” he said. 

So the brothers opened their “Shep- 
pard and Sheppard Real Estate” office 
in 1947. 

They soon began building their own 
homes instead of selling those built 
by others. Later they expanded into 
the insurance business. Then came 
Sheppard Building Supplies. 

J. E. Sheppard became president 
of the supply end. They hired Peter 
Frierson, a field representative for a 
grocery wholesaler, to manage the 
materials yard. 

“Pete knew nothing about building 
supplies when I hired him,” Sheppard 
said. “But I figured he had what we 
wanted in merchandising ability, plain 
old push and the fact that he isn’t 
afraid to work.” 

Frierson and four other salesmen 

(continued on page 68) 


WAREHOUSE, LUMBER SHED, fleet of 15 trucks and spacious grounds of Sheppard 
Building Supplies Co., probably the fastest-growing dealer in Mississippi. 
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STEEL-FRAME WAREHOUSE for Sheppard Building Supplies is spacious and illuminated by skylights. 


ae poo = P re #4 


Builder customers are urged 


to examine warehouse stocks. About 20% of this volume is sold to Sheppard construction enterprises; balance is to independ- 


ent accounts. 


NEW HOME MARKET 
(begins on page 66) 


solicit business from builders and con- 
tractors. He figured the firm now has 
more than 100 trade accounts, plus 
the pickup business. This is in a market 
where about 2,500 houses are built 
each year. 

Appliances. Sheppard Building Sup- 
plies is a distributor for Hotpoint ap- 
pliances, specializing in subdivision 
builder sales. “Now we have added 
Motorola television and we are de- 
veloping a consumer appliance busi- 
ness this year,” Frierson disclosed. 

The appliances and other special- 
ties are shown to buyers in a ware- 
house store. “You look over what 
you want right where the product is 
stored in gross lots,” the manager 
explained. This atmosphere is consid- 
ered an asset by the firm. 

The Sheppards are developing a 
core of brand names. In building ma- 
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MECHANIZATION keeps operational costs low for Sheppard Build- 
ing Supplies, according to Pete Frierson, vice-president and general 
manager, pictured above on fork lift truck, at left. J. E. (Buddy) 
Sheppard, president, operates the second fork lift in the Jackson 
dealer's yard. 
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terials, they feature Johns-Manville, 
Certain-teed and Creo-Dipt shakes. 

Millwork. Newest venture for the 
Sheppards is a sash and millwork 
plant, which is located in the old 
Sheppard Building Supplies Co. ware- 
house and added buildings. 

This firm will turn out pre-hung 
door units, wood sash window units, 
outdoor door frames and _ interior 
cabinets. 

In addition, the sash and millwork 
division will handle and prepare for 
installation a full line of aluminum 
window units and aluminum awn- 
ings. 

The millwork and aluminum lines 
will be marketed through Sheppard 
Building Supplies. 

Land. Future plans of the Sheppard 
brothers in subdivision work is just as 
expansive as their mushrooming sup- 
ply and millwork manufacturing busi- 
ness. 

A current Sheppard development is 
Westgate Park, Subdivision Part 2, 
where 100 homes are underway. West- 
gate Park 3 will soon be developed. 

For the future the brothers have 
purchased, jointly with Woodrow and 
George Bailey, 460 acres north of the 
Colonial Country Club, in a million- 
dollar transaction. Homes ranging in 
price from $18,000 to $50,000 will be 
built in this area. 

Total cost of the development, ac- 
cording to the State-Times, is esti- 
mated in excess of $30 million, since 
it will include a major shopping center, 
school and church sites as well as 
homes. 

Another tract planned by the Shep- 
pards will be for 450 homes in the 
$10,500 price bracket. “That's the 
price of home which Jackson needs 
most today,” J. E. Sheppard com- 
mented. 

There seems to be no end to the 
Sheppard brothers’ expansion in the 
Jackson building industry. 


44-Page Splash 


Jackson, Miss., is a city of some 
125,000 population. The promotional 
supplement in the State-Times about the 
Sheppard brothers’ business was one of 
the largest of its kind in a market such 
as Jackson. 

The supplement was 44 pages, de- 
scribing in detail the “mushrooming” 
growth of the Sheppard businesses, in- 
cluding the Sheppard Building Supplies 
company and the more recent venture 
into sash and millwork manufacturing. 

Occasion for the supplement was the 
opening of the new warehouses and of- 
fices of Sheppard Building Supplies, 
which had outgrown its original build- 
ings after four booming years. 

Advertisements to support the Shep- 
pard newspaper section came from al- 
most every supplier. 
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The LIGHT CONSTRUCTION TRADE is 


A BIG EXPANDING MARKET fgg... 


a 


. or 


gy PRESSURE TREATED 
a LUMBER 


LASTS 3to5 
TIMES LONGER 
Than Untreated Lumber 


More and more builders of stores, small 
office buildings, medical centers, etc. are 
using OSMOSE Pressure Treated Lumber 
because it combines low cost construction 
with long-lasting durability. The exclusive 
OSMOSE method guarantees deep pen- 
etration of toxic OSMOSALTS which 
prevent decay and insect attack. OSMOSE 
Pressure Treated Lumber lasts 3 to 5 times 
longer than untreated lumber . . . helps 
maintain the original strength factors of 
safety for the life of the structure. It needs 
no prime coat ...holds paint better, longer 
... fequires little maintenance. Builders 
find it is non-corrosive and clean to handle. 
Advise your contractor customers and 
prospects that you can supply OSMOSE 
Pressure Treated Lumber in any quantity 
and size. Carry it as a regular stock item 
for the growing do-it-yourself home trade. 
Either way, it’s an extra profit-maker 


Pressure Treating Plants 
from Coast to Coast. 


OSMOSE WOOD PRESERVING CO. OF AMERICA, INC. 
984 Ellicott Street * Buffalo 9, New York 
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LOWE'S, headquartered in North Wilkesboro, N. C., has made retailing history with its 
high-volume, low-margin policy for building materials, appliances and specialties. With- 
in 10 years, it has catapulted from one store and $50,000 a year sales to 15 branches, 
12 associate stores and $30 million annual volume. 


The chain has always provided time payments and 30-day accounts; a third of its sales 
are on credit. And Lowe’s promotes top brands, guarantees what it sells. 


But the firm has been often labeled a cash-and-carry operation. The much-advertised low 
prices, one reason for Lowe’s success, has also hurt its reputation and kept it from grow- 


ing even larger—in the opinion of Lowe management. 


So now, with the opening of its 15th (and largest) branch, Lowe’s Richmond Hardware, 
the firm has launched a new “Home Merchandising Center” concept, giving. . . 


STAND-UP SERVICE DESKS for salesmen, a Lowe trademark, 
encourages personal touch, fits new service approach. Store 
manager Dwight Pardue (second from left) heads staff of six 
salesmen. 


$400,000 INVENTORY of building materials and appliances 
in 65,000-sq. ft. warehouse. Manager and crew of seven, with 
4,000-lb. capacity fork lift truck, unload boxcars from rail 
siding at night, load trucks from platform at left. 


7,000-SQ. FT. SHOWROOM faces busiest street at Richmond's 
western edge. Warehouse connects at rear. Separate lumber 
shed is behind warehouse. Branch occupies six acres, includ- 
ing two acres for parking. 


BIG-TICKET APPLIANCES account for roughly 30% of sales 
at Richmond store. Manager expects to do more than $1 mil- 
lion in appliances (including TV and phonograph sets) this 
year. 
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A New Look for Lowe's: 


PRICE PLUS SERVICE 





(Its new branch expects $3 1/2 million sales the first year, 60°, of this in 
building materials.) 


RICHMOND, VA. 

OW MUCH SERVICE can you 

provide free and still keep rock- 
bottom prices? 

How successfully can you promote 

price, quality and service at the same 


time under one roof? Will price pro- 
motion scare off customers seeking 
service and quality and vice versa? 

Lowe’s newest store, opened here 
late last fall, should provide some 
good answers to these questions. They 
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are questions which bother many a 
retailer whose success has been built 
around a low-price policy. 

Although credit has always been 
available at all Lowe company 
branches, the southeastern chain has 
prospered without free delivery, home 
building services or package remodel- 
ing for consumers. A new program, 
which Lowe’s calls “The New Image 
in Merchandising,” is designed to 
change all that. The Richmond store is 
their first to put the program into 
effect. 

The new concept will put the fast- 
moving chain more directly in com- 
petition with one-stop service lumber 
and building materials dealers. 

selling. Lowe’s services in 
Richmond stop short of actual build- 
ing or remodeling (“‘we won't be in 
competition with our customers”). 
But, customers can examine and select 
house plans, price a house, including 
down payment and monthly payments. 
They can get a construction loan, a 
real estate option, permanent financ- 
ing, a selection of general contractors. 
They can also, of course, select ma- 
terials, appliances and interior deco- 
rating. Lowe’s boasts that a custom- 
er can walk into the store, place an 
order for a house and have a “turn- 
key job completed and guaranteed.” 
They provide a similar package serv- 
ice On home improvements. 

Home improvement loans (FHA 
Title I) and a charge plate plan are 
arranged through local banks. Money- 
back guarantees and free delivery 
within 20 miles on sales of $100 up 
are offered. Builders can get con- 
struction loan financing, revolving 
credit, delivery. Long-term financing 
(up to three years through General 
Electric Credit Corporation) and free 
one-year service are available on big 
ticket appliances. 

Lowe’s believes these services will 
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150,000-BD. FT. OF LUMBER can be stored in 8,000-sq. ft. shed located at rear and separate from Lowe warehouse, left. 


pay for themselves through the addi- 
tional volume in materials sales they 
bring, enabling the store to keep 
prices low. Costs of doing business, 
aS a percentage of sales, remains un- 
changed. Robert L. Strickland, mar- 
keting manager for Lowe’s said they 
do not expect their new service policy 
“to change any of Lowe’s basic op- 
erating ratios.” 

Aside from advantages of volume 
buying, the company believes it can 
offer price plus service because of its 
experienced salesmen (able to take off 
materials from a blueprint), arrang- 
ing bank and FHA financing and a 
full line of lumber and building ma- 
terials. 

Most of the services are, or will be, 
provided in all Lowe stores. Whether 
they are promoted will be up to each 
branch manager. 

Changing market. The program 
represents a shift in Lowe’s thinking. 
Strickland explained that although 
they never rejected a service approach 
before, the new program will ‘“em- 
brace it.” 

“It’s a customer-oriented approach,” 
he said, permitting managers to de- 
termine the most effective “marketing 
mix” of price and service. 

How much service will be pro- 
moted is up to the manager. Under 
the program, he is responsible for the 
store’s success and sales growth. It 
recognizes that localities are different. 

Despite the new program, “Lowe’s 
low prices” still come first in adver- 
tising. But now the ads will also talk 
about the services to draw new cus- 
tomers. Lowe’s have done their great- 
est volume on contractor business 
and big-ticket appliances and they ex- 
pect this will continue. The expected 
increase will be from consumers. 
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Competitive impact. Richmond is 
the biggest city Lowe’s has entered 
so far. They expect its store here to 
gross between $3.5 million and $4 
million the first year, including more 
than $1 million in appliances. 

Consumer business currently ac- 
counts for 35% to 40% of sales, more 
than other stores. Although Lowe’s 
does not keep separate records for 
contractors and consumers, they do 
know that 75% of their volume has 
come from “contractors, plumbers and 
other professionals; 25% in retail 
hard goods,” according to Strickland. 

A slightly higher percentage of sales 
in Richmond are credit, 40% com- 
pared to 33% in other Lowe stores. 
The Richmond outlet is getting more 
remodeling business from do-it-your- 
selfers than the other stores. It’s too 
early to tab the success of the home 
package service. 

In Richmond, Lowe’s competes not 
only with other yards in lumber and 
building materials, but with depart- 
ment stores in appliances, Sears Roe- 
buck in both appliances and materials. 

Population in the Richmond area is 
growing rapidly; currently 550,000 in 
the city and four surrounding counties. 


* Some 200 builders, 50 of whom build 


25 or more a year, share construction. 
Manager Dwight Pardue, who has 
three outside salesmen calling on these 
accounts, expects their sales to exceed 
those of a big competing yard em- 
ploying eight outside salesmen. 
$225,000 outlet. The store is located 
on six acres, including two acres of 
parking space, on the city’s busiest 
street at its growing western edge, the 
store comprises a 7,000-square-foot 
showroom (including office area), a 
65,000-square-foot warehouse, an 
8,000-square-foot lumber shed and a 


small tire shop. A private road, en- 
abling customers to avoid traffic by 
leaving by a street to the rear, and 
500 feet of rail siding, complete the 
property. It cost $225,000, exclusive 
of land. 

Similar to other Lowe stores, in- 
ventory breaks down into lumber, 
building materials, plumbing and heat- 
ing, major appliances (all kitchen 
units plus phonographic and televi- 
sion equipment), “traffic” appliances 
(small radios, mixers, razors), builders 
hardware, electrical fixtures, tires and 
batteries, hand and power tools. To- 
tal inventory at Richmond is $400,- 
000 


Lumber and building materials are 
expected to account for 60% of 
sales, appliances 30%. Pardue expects 
to sell between 5 million and 6 milion 
of framing lumber the first year. 

Some 5,000 separate items are car- 
ried in stock, compared to 2,000 for 
most Lowe outlets in the past. A part 
of the new program calls for fuller 
lines within product categories. 

Advertising. Pardue plans to spend 
between 1% and 2% of volume on 
advertising (90% in  mewspapers). 
Previously, headquarters determined 
items to be advertised. Although they 
still furnish branches with basic ads, 
now managers decide what is ad- 
vertised in their areas and when. 
Pardue advertises an average of three 
times a week (usually Sunday, Tues- 
day and Thursday). A four-page ad 
announced the Richmond store open- 
ing. Inside the store, a wall sign head- 
ed, “Lowe’s Policy,” enumerates serv- 
ices. Monthly payments are shown on 
big ticket items, as well as the price. 

Like other Lowe managers, Pardue 
costs every item the day after it’s sold, 
deducts it from his inventory, sends 
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THE INDUSTRY’S HOTTEST SPRING GIVEAWAY PROMOTION 
EACH YEAR BRINGS THOUSANDS OF NEW CUSTOMERS INTO 
MINNESOTA PAINT DEALERS’ STORES! 


New faces mean new business! And Minnesota 
Paints’ annual spring giveaway promotion triggers 
the action that brings new paint customers into 
your store. 

Last year, by actual count, over 300,000 custom- 
ers and prospects poured into Minnesota Paint 





MINNESOTA PAINTS, INC. 
1101-3rd St. South © Minneapolis 15, Minnesota 


[] Send free sample of Promotion Kit. 
[] Send information about exclusive dealer franchises. 


(ERE ears ae 


ADDRESS 


RASS nc FT 


Dealer stores to take advantage of the spring pro- 
motion ... and to make spring paint purchases. 
This year’s action promises to be even better 
with a premium offer of two free plastic food savers 
... plus a free drawing for merchandise in your store. 


To make your spring paint promotion easy, 
Minnesota Paints provides a complete promotion 
package including premiums and free merchandis- 
ing material such as banners, counter cards, regis- 
tration books, plus an action-packed ‘“‘color card” 
mailer guaranteed to bring customers in. 

Be stocked and ready to go when the Minnesota 
Paints spring promotion hits! If you are not an 
authorized Minnesota Dealer, now is the time to 
get complete information about the advantages of 
an exclusive dealer franchise in your area. Mail 
coupon below for free sample Traffic Building Pro- 
motion kit. 
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This experience is built into all 
of our extruded aluminum 
shapes. 


Available for Building Material 
Hardware and Floor Covering 
wholesalers; Boat, Fixture and 
Cabinet manufacturers. 
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Facilities are complete for 
extruding, polishing, anodiz- 
ing and forming to meet your 
special needs. 
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Protected areas available for 
distributors. Write for further 
information. 
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YOUNGSTOWN MANUFACTURING, INC. 
YOUNGSTOWN, OHIO 


349 Decotur Street, SE 
ATLANTA, GEORGIA 


FACTORY 
BRANCHES 


® LOUISBURG 
~ NORTH CAROLINA « 


Circle No. 39 on Handy Cover Card 





KITCHEN DISPLAY includes cabinets, 
built-in appliances. Note strong brand- 
name promotion. Dinette sets are dis- 
played in left foreground. Sign above 
door to right invites people to ‘Visit 
Our Warehouse.” 


a copy to headquarters for tallying 
on IBM equipment. He says he is able 
to spot business trends often by check- 
ing 200 to 400 sales tickets a day. 

cy. A two-way intercom 
connecting office, warehouse and shed 
and a warehouse signal system insure 
efficient order handling. After writ- 
ing a ticket, the salesman steps into 
the warehouse, drops a sales ticket into 
a box, flips a switch which both turns 
on a red light (which can be seen 
anywhere in the warehouse) and rings 
a bell. The bell rings once, but the 
light remains on until flipped off by 
the warehouseman picking up the 
ticket to process the order. 

Pardue, who had been manager of 
the Sparta store two years and Bill 
Cockerham, assistant manager who 
had been a salesman at the Roanoke 
store two years, head a staff of six 
salesman, a warehouse manager, seven 
warehousemen, a credit manager and 
two other office people. Four of the 
six salesmen are college trained. They 
are paid salary and commission av- 
eraging $125 to $150 a week. 

Lowe’s is confident that the new 
price-service policy will help them 
grow faster. Said Strickland: “We are 
expecting another banner year of in- 
creased sales in 1960 such as the one 
just past.” The prediction is backed 
by three new stores opened in 1958, 
four last year and five new stores 
planned for 1960. 





Reject Teamsters’ Union 
CHAMPAIGN, ILL.—Lumber- 
yard truck drivers in Cham- 
paign-Urbana yards rejected the 
teamsters union as their bargain- 
ing agent in an election last 
month. The vote was 45 to 21. 
Only two eligible voters failed 
to cast their ballots at the head- 
quarters of the Champaign-Ur- 
bana Building Materials and 
Supply Employers Association. 
Currently no union represents 
lumberyard workers. Teamsters 
will be unable to resume bar- 
gaining for a year under the pro- 
vision of the Taft-Hartley Act. 
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is nationally advertised in every 
major Home and Handyman magazine. 


ng publications will carry more than 
sales messages to prime prospects the country over. 


i PIERCE & STEVENS CHEMICAL CORP. 
DEPT. AL-40 


710 OHIO STREET, BUFFALO 3, N.Y. 


KEEP PACE WITH 
FABULON'S BIGGEST Please rush my free FABULON tie-in display kit! 
ADVERTISING CAMPAIGN 

SEND FOR YOUR Name 

FREE POINT-OF-SALE 
DISPLAY KIT 


__——, 
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PENROSE HOSPITAL, Colorado Springs, Colorado 
Architect: Fisher, Fisher & Davis, Denver, Colorado 
Lathing and Plastering Contractor: J.O.Veteto & Son 


Fourteen different metal lath products 
were used in this hospital — 


al! supplied by a dealer. 
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bat Bide 


Cold rolled channel, used as run- 
ners in ceilings or studs in 2” solid 
partitions. 


E ous cana SA 
Hanger ond Tie Wire for hanging 
suspended ceilings and tying lath 
to runners or studs. 


+ 


Holostud System for sturdy, light- 
weight partition walls with inner 
space. 


Each of the fourteen different Gold Bond metal products 
used. in the plaster work has a specific purpose. You 
won’t see them in the finished building, but they’re vitally 
important to the beauty and long life of a good plaster 
job. And they’re a profitable bit of business for the dealer 
who sells them. 


Take the Holostud® partition walls, for instance. There 
are 75,000 lineal feet of these sturdy, lightweight metal 
studs in the building, with all the metal accessories that 


Asien a 


Gold Bond 


PRODUCTS 


BUILDING 
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bw 
3/8” rib loth is rigid, it saves 
plaster, and lies flat for speedy 
application 


Corner beads No. | Expanded for 
strong corners, Bull Nose for ends 
of 2” partitions. 
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Diamond mesh lath has small 


Square casing bead for plaster 
meshes for more keys, better rein- 


stop and neater trim around win- 


dows and doors. forcement. 


£ ee Nat 
“Prong” ceiling runner clips the 
top of channel studs in place for 
2” solid walls. 


Concealed picture mould, both a 
picture support and relief joint 
for plaster 


go with them. Contractor wanted Gold Bond’s 3.4 
Diamond Mesh Lath, with the smaller meshes that give 
plaster a better grip. 48,000 square yards were used. 
Your Gold Bond® Representative will show you Gold 
Bond’s complete line of Metal Lath products. Or write 
direct to Dept. AL-460 for your free copy of the 18 page 
Metal Lath Product Book. Plastering Contractors depend 
on a dealer who handles the full line. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


pad of tomorrow 
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HOUSE & BUILDING FABRICATION 


PATTERN OF PALLETS, which comprise 50% of their dollar 
volume business, is background for Victor O. Johnson, presi- 
dent, Johnson Lumber Co., Canfield, Ohio. 


(A Monthly A. L. Feature) 


NAILING MACHINE, which drives 20 nails at a time, is one 
of three such machines used in the- Johnson pallet operation. 


This machine cost $12,000. 


Boom in Pallet Making 


Business in this industrial specialty up 400°%/, for Ohio dealer, 
who expects further growth. Here is what it takes to break in- 


to this field. 


ALLET MAKING is big business 

for Victor O. Johnson, president 
of the Johnson Lumber Co., Can- 
field, Ohio. Located in a village of 
less than 5,000 within 10 miles of the 
Youngstown steel center, Johnson 
Lumber is the biggest pallet-maker in 
Ohio’s highly-industrialized area, ship- 
ping as far west as Chicago and east- 
ward to New York. 

“In the last two years, our pallet 
business has increased 400%,” says 
Johnson, explaining that pallet sales 
account for about 50% of the firm’s 
gross business. 

Johnson, a former president of the 
Ohio Association of Retail Lumber 
Dealers, expects that his pallet busi- 
ness will continue to expand with the 
industrial upswing. Annual payroll of 
his firm, including 18 employes in 
the pallet operation, exceeds $100,- 
000. 

Large inventory. Operating in two 
large buildings, Johnson keeps 3,000 
pallets in stock ready for shipment 
and about 500,000 board feet of lum- 
ber ready to be cut for the manufac- 
ture of various sizes of pallets. The 
firm manufactures all sizes from 20” 
to 40” up to 3’ x 11”. Prices range 
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from 90¢ to $15.50 with the median 
averaging about $2. One customer 
buys 14 different sizes. 

Looking for a way to avoid com- 
petition, Johnson got into pallet mak- 
ing 15 years ago. The result has been 
profitable, but the road isn’t easy, 
Johnson emphasizes. It requires mass 
production with fairly expensive 
equipment. His equipment investment 
exceeds $38,000 and any dealer 
should plan on spending at least $25,- 
000, believes Johnson. 

Equipment used by Johnson in- 
cludes three nailing machines, two 
automatic swing cut-off saws, a plan- 
er, a jointer and other miscellaneous 
equipment. One nailing machine, 
which drives 20 nails at one stroke 
for mass producing pallets, costs 
about $12,000. A $5,400 planer is 
used to surface one side of each piece 
of lumber. 

Additional money is needed for 
buying special pallet lumber (No. 5) 
and for operational costs. Johnson 
buys direct from the mills. His waste 
is under 2%. Stored in the open, the 
lumber is brought into the shop on 
conveyors, where two automatic swing 
cut-off saws are used. 


Cutting to exact size is avsolutely 
essential for pallet storage and truck 
loading, emphasizes Johnson. Follow- 
ing the sawing operation, the pallet 
lumber goes through either the planer 
or jointer with each piece surfaced on 
one side. 


Surfacing is also important, John- 
son adds, since a smooth pallet sur- 
face helps loading and unloading. Af- 
terward, the lumber goes to one of 
the three nailing machines using eith- 
er cement-coated or screw-type nails. 
Finished pallets are wheeled into the 
yard and stacked near the truck pit 
loading platform. Delivery is made 
with a fleet of four trucks. 


Getting the order. Johnson empha- 
sizes two important factors in getting 
and holding a customer’s business: 
meeting the customer’s deadline and 
anticipating his needs. This means 
many personal contacts to follow the 
trend of a customer’s business and 
make initial contacts. 


“Generally, when we sell a cus- 
tomer, we don’t have to make repeat 
calls for further orders,” says John- 
son. “The customer realizes we have 
the product and service he needs.” 


The firm uses direct mail and the 
yellow pages of the phone directories 
in nearby cities for promotion. Their 
illustrated brochure advertises one 
specific item: Johnson-made pallets in 
all sizes and styles. 
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BIG PROFITS ARE YOURS TO TAKE IN THE GREAT NATION- 
WIDE SWING TO “DO-IT-YOURSELF” WITH MOSAIC TILE... 


Capri’s Low Cost Mosaic Tile Center Program, offers you an 
exceptional opportunity to get in on the ground floor with 
a very small investment and a sure fire guarantee of re- 





HERE’S YOUR PROFIT MAKER 


... AND WHAT YOU GET 






1—‘Mosaic Tile Center” ‘Display 





peat orders. 100—Sheets Capri Mosaic Tile, assorted 
Capri Mosaic Tiles are the pride of the Italian Masters .. . a real re 

luxury within the reach of every American hobby loving “do it your- STi Gig 

selfer.” 12--Individual pints cement 

13—1 lb. packages grout 

Our attractive CAPRI TILE IT YOURSELF WALL DISPLAY will make it easy for 9—Cement spreaders 

you to become a recognized source for the world’s most famous mosaic 9_Tile Cutters 

tiles. 2—Trivet Kits 
Capri Mosaic Tiles are low in cost, easy to maintain and simple to 3—Cigarette Box Kits 

install, and provide lots of fun for the family. 1—Wall Planter Kit 

1—Vase Kit 


Highly recommended for: KITCHEN BACKSPLASHES, BATHROOM WALLS, 
FIREPLACES, COUNTER TOPS, VANITIES, ETC. 


1—36” round table, ready for tiling 

1—Cigarette Box, finished for display 
Our “Tile Center Program” includes a generous inventory of Capri PLUS—PROMOTION KIT—TILE CHART— 

Mosaic Tiles, accessories, instruction literature, PLUS FREE ADVERTISING SALES LITERATURE 

MATS and a complete promotional kit. Retail Value $291.50 


Ask your Distributor Salesman to show you the Capri Line NOW, $ 
OR WRITE DIRECTLY. YOUR COST...*175.00 





(= tov B= i t= ee teled ©.) 7. ay i'd a, 18) ee -j fete] ¢ 4, Brae. Bee 


Cn STANDARD TILE CO. unc. 


Extra Power, Speed, Accuracy! 
Sniicaw 6% Power Saw © nae Over Oe ee onan 
aatety clutch. Cuts 2 boards at 45 bevel, Now 


' 


DRAMATIC, ACTION-PICTURE AD IN APRIL 12 LOOK FEATURES SPECIAL HARDWARE WEEK PRICE ON 6%” MODEL 536 SAW 


KIL APRIL ADS REACH 43% 


TIE-IN YOUR ADS, WINDOWS, DISPLAYS TO SKIL’S 


Right now, in April, Skil’s biggest-ever 
spring advertising campaign is in full 
swing. Ads this month in the Post and 
Look will help you sell Skil tools to more 
than two out of every five households in 
your city ... in your neighborhood. 


Make it pay off big! Schedule your 
newspaper ads to tie-in with Skil’s power- 
ful campaign in the Post and Look. Dis- 
play Skil tools in windows, islands and 
on your counters. Make the pay off big 

. tie-in with Skil today! 





APRIL 30 POST AD FEATURES 6%” MODEL 536 SAW IN FULL-COLOR SPREAD AND TRIMMER, JIG SAW IN TEAR-OUT BOOK 


OF FAMILIES IN YOUR AREA! 


BIGGEST-EVER SPRING CAMPAIGN! 


*Source: Audits & Surveys Co., Inc., 1959 Study for Look Magazine 
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LUMBER KNOWLEDGE is necessary for a good salesmen, say some dealers. Others claim that the prime ingredient is sales expe- 
rience and personality—say, selling refrigerators to Eskimos. (Some dealers report that their best salesman didn't have experience 


in either lumberyard work or sales.) 


What Makes A Good Salesman 


Should he be trained inside or outside the industry? Is college 


better than the school of hard knocks? Where do you find a 
good man? Dealers give their own answers to these important 


questions. 


ALESMEN' AREN’T BORN, 

they’re made! And the best way 
to make a good salesman is to bring 
him up through the ranks. 

That is the feeling of a good many 
lumberman, although not all, who 
were asked their views on salesmen 
—where to find them and the most 
valuable ingredients for a sales job in 
the retail lumber field. 

Thomas Bailey, Jr., executive vice- 
president of the Miami firm bearing 
his name, prefers to hire men with 
construction or lumberyard experi- 
ence or get them very young and 
train them. 

“We look first for the fellow 
steeped in the lumber business. In the 
lumber business, it’s necessary to have 
a lot of product knowledge. If a man 
has that, salesmanship is secondary. 
If a man has both, you have an ideal 
salesman.” 

Bailey’s best salesman started as a 
truck driver 34 years ago and worked 
his way up to yard manager and out- 
side sales. 

More than one good salesman has 
started as a truck driver or a yard 
man. 

“Our best salesman came off the 
truck right here in our yard,” ex- 
plained H. W. Pay, manager Stone- 
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way Lumber Co., Inc., Seattle. “He’s 
an ex-roofer with previous sales ex- 
perience in the used car field. Be- 
cause he’s an ex-roofer, he can talk 
the language of the roofing and side- 
wall people he sells.” 

Pay believes that experience in the 
lumber business would be helpful but 
not necessary. He is convinced that 
sales experience in some field is a 
“must.” 

“If a prospective salesman doesn’t 
have lumber experience, he can al- 
ways be taught and many times I'd 
rather do it that way,” added Pay. 
“Then he can be trained in the 
methods and policies of your firm.” 

The best salesman for Builders 
Supply Co., Omaha, also started from 
scratch, according to sales manager 
Gerald Carmody. He started as a 
manual laborer and later took an es- 
timating course at the University of 
Omaha at company expense. Yard 


work was the start of another of 
Omaha’s best lumber salesman. This 
man, just out of high school at the 
time, started by unloading lumber, 
then driving a truck, later office 
work and finally on the street as a 
salesman for Bradford-Kennedy Co. 

Out of high school. Willard Rob- 
erts, who owns Norris Lumber Co., 
Norristown, Penna., hired his top 
salesman right out of high school 23 
years ago, although he wouldn't rec- 
ommend that procedure today. 

“There’s too much to absorb all at 
once,” believes Roberts. “It’s too big 
a business now.” 

Another truck driver who is now 
top salesman for Lockwood Lumber 
Sales Co., Yonkers, N. Y. got his 
start with another lumber firm, ac- 
cording to manager E. W. Phillips, 
who prefers a salesman with previous 
lumber or construction experience. 

“A good salesman must have per- 
sonality and ability, but he must know 
the field,” declared Phillips. 

His best salesman is also a former 
driver, said F. R. Weber, a Scarsdale, 
N. Y. dealer. Stanley Snider, secre- 
tary-treasurer, Whitestone (N. Y.) 
Lumber Co., believes he himself is 

(continued on page 84) 


Application Blank Available 
A four-page employment application form devised especially for the retail 
lumber industry is available from American Lumberman, 59 East Monroe Street, 
Chicago 3, Ill. Price is 12 copies for $1, special prices for larger quantities. 
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DRIFTWOOD — gives gray, naturally weathered effects. 


Fi r 


CASCADE GREEN—o cool, refreshing color, ideal for outdoo: furniture, too. 


Four new Exterior Stains to boost 
your springtime profits 


With the outdoor season just about here, these long-lasting, 
new exterior stains come just in time to put an added push 
behind your wood finishes sales. Weldwood Exterior Stains 
are e:.3y to use, for both professional and do-it-yourselfer 


Other fast-turnover wood finishes 


Weldwood Satinlac Lightener. 
New, anti-wetting agent for use 
as a first coat to prevent wood 
from darkening when finishing. 
Not a bleach, Satiniac Lightener 
retains the wood’s native tone 
(particularly pine and cedar, 
which tend to discolor quickly) 
and prevents yellowing. Sell 
Satinlac Lightener as a team 
with Weldwood Satinlac for as- 


sured customer satisfaction. For 
interior use. 

Weldwood Satiniac®. New, 
improved formula with greater 
solids content goes farther, works 
easier, is nearly odor-free. Brings 
out and preserves fine wood’s 
natural beauty without building 
up an unsightly “plate glass” 
look common to nonpenetrat- 
ing finishes. Satinlac penetrates 


Take advantage of Weldwood's full 40% discount. Also, get your free 
real wood samples showing each of the four new Weldwood Exterior 
Stain colors. Contact your jobber, Weldwood representative, or write: 
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wood finishers. The stains subtly bring out the wood’s grain, 
add rich, beautiful color. The deep-penetrating, hard-drying 
oils, resins, and pigments resist weather and wear. Built-in 
ultraviolet ray barrier impedes fading caused by sun’s rays. 


in the high-profit Weldwood line 


deeply, seals as it finishes, gives 
a soft, mellowed appearance. 
For interior use. 

Weldwood Wood Preserva- 
tive. New high-potency Penta- 
chiorophenol water-repellent 
sealer protects against rot, mil- 
dew, blue stain, warping, and ter- 
mites and other wood chewing 
insects, Deeply penetrating oils 
retard checking, swelling, and 


shrinking. Prevents paint or var- 
nish from blistering and peeling. 
Weldwood Firzite®. A pene- 
trating resin sealer. White for 
blond, pickled, and limed effects ; 
and as a primer under paint to 
prevent checking. Clear to pre- 
vent wild grain when staining 
softwoods. Both Clear and White 
Firzite can be tinted with colors- 
in-oil for oil stained effects. 


WELDWOOD WOOD FINISHES 


UNITED STATES PLYWOOD, Dept. AL 4-11-60, 55 West 44th St., N.Y. 36, N.Y 
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What Makes A Salesman? 
(begins on page 82) 





the best salesman in the organization. 

“Let me tell you why,” he said. 
“I've worked in the family yard since 
I was in grade school and during col- 
lege vacations. I’ve learned the busi- 
ness from the ground up.” 

Salesman first. Some dealers say 
they find their best salesmen outside 
the lumber field. Carl Greve, Cordes 
Lumber Co., Cincinnati, is one dealer 
who feels that way. 

“Old-line salesmen are sometimes 
set in their own ways and they’re 
hard to change. By getting somebody 


Outside the field, you can train the 
new man to your way of thinking and 
doing business.” 

The salesman who worked out best 
for them had previously been a sales- 
man in several other businesses, said 
Harold W. Roberts, secretary, Volney 
G. Bennett Lumber Co., Camden, 
N. J. 

“If a man has been a_ successful 
salesman in other fields, he could be 
successful in our line,” believes Lee 
K. Irvine, general manager Utah 
Lumber Co., Salt Lake City, while 
admitting preference for a man with 
lumberyard or construction  experi- 
ence. 

“Everyone of the salesmen on our 





SWEN E. SODERSTROM, 
20-year Waterlox Dealer, says, 
“We sell lots of Waterlox !” 
He is president of 

Soderstrom Paints, Inc., 

with two stores in Aurora, Iil., 
and one store in Geneva, Ill. 
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“This 16-piece panel, clear-finished 
with Waterlox; has sold more natural 
finishes than anything I’ve used” 


How will Waterlox look on birch, cherry, 
maple, oak, mahogany, pine, etc.? Swen 
Soderstrom’s clerks answer this question 
with the Waterlox demonstrator panel. 


This two-sided panel is composed of sixteen 
different woods. Half of one side is satin 
finished, half gloss, to illustrate the differ- 
ence on the same piece of wood. 


“While the customers are admiring the 
panel,” Mr. Soderstrom says, ‘‘Our clerks 
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tell them that Waterlox won’t waterspot — 
is unharmed by alcoholic beverages, or even 
boiling water — wears longer and requires 
no waxing. We make the sale.” 


For a free one-pint can and a free Waterloxed 
maple flooring sample, attach this ad to 
your letterhead. (The demonstrator panel is 
available to dealers at less than cost for 
$7.50.) Write to Waterlox Division, The 
Empire Varnish Company, 2638 East 76th 
St., Cleveland 4, Ohio, 
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staff formerly managed retail yards 
elsewhere and came to us because of 
the opportunities offered with our 
company,” said Irvine. “One of our 
top men had been district manager 
of building products for Montgomery 
Ward & Co. 

A policy of promotion within the 
organization developed their _ best 
salesman through the ranks, said gen- 
eral manager Ed Geisinger, Ham- 
tramck (Mich.) Lumber Co. But this 
policy is getting more and more dif- 
ficult, one anonymous dealer empha- 
sized, because union men don’t want 
to lose their seniority rights, are satis- 
fied with their wage scale and conse- 
quently don’t have the necessary in- 
centive to sell. 

Higher education helpful. A good 
salesman today must also know some 
engineering and blueprint reading, 
contends Roy Leach, Jr., president, 
Grace Harbor Lumber Co., Detroit. 
The field is so specialized, he points 
out, that a good salesman must be 
thoroughly experienced in the lum- 
ber business. 

S. C. Robinson, general manager, 
Rio Grande Lumber Co., Salt Lake 
City, points his hiring policy toward 
the specialty to be filled. His best 
man is a graduate of the business 
school at the local university. He and 
other staff men have attended special 
industry courses in Connecticut and 
South Carolina. 

Four salesmen for 
Lumber & Hardware Co., 
had all been truck drivers 
18 months ago. 

A training program that will teach 
high school graduates and early col- 
lege students the lumber business is 
operated by the C. D. Shamburger 
Lumber Co., Lubbock, Tex. Manager 
Henry W. Buell says the program 
starts in the yard and includes all 
phases of the business. 

“We hire young men who want to 
learn and move up,” said Buell. He 
said they are paid . sufficiently high 
wages to induce them to stay and 
learn the business. 

Don Maffett, 


the Economy 
Denver, 
less than 


general manager, 
Anderson-McGriff Co., Atlanta, Ga., 
emphasized the danger of paying 
starters too high a salary. It’s better, 
Maffett believes, to pay salesmen a 
salary that will permit raises. More- 
over, a beginner will cause resent- 
ment among other employes if he gets 
too much. 

Finding salesmen. Country-bred 
boys make some of the best salesmen, 
several dealers said. They can get 
broader experience in the country, 
declares Andrew Justus, Justus Lum- 
ber Co., Hopkins, Minn., who never- 
the less calls trade associations for help 
first. 

Bob Woods, a Denver dealer, said 
he also strives to develop salesmen 
with a farm background. 

“They seem more resourceful and 
have more know-how,” he declares. 
“With their farm experience, there is 
hardly any building problem they 
haven’t had to figure out. Diversified 
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Center cuts of the finest old heart growth Douglas Fir 
G-P fir studs produce studs with straight grain and fewer knots. 


Straight grain studs mean less warping, produce truer 


save money wall surfaces for builders. G-P Fir Studs can be ordered 
pre-cut to any specified fractional length. Save on-the- 


for builders job cutting. Standard sizes also available. 


make repeat Build thusi for th t lity straight i 
uilder enthusiasm for these top quality straight-grain 
business for YOU studs virtually guarantee repeat orders from you. 


Shipped stee/ strapped for mechani- 
cal unloading. Shipped in box cars 
or flat cars to your specification. 


GEORGIA-PACIFIC 


Plywood « Hardboard * Redwood « Lumber * Pulp + Paper + Chemicals 
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CEILING TILE DISPLAY above customers’ loading dock helped sell. It is 4’x12’, 
suspended by chains. Tiles are placed in the grid, held with splines. “It's large 
enough to show the entire line, flexible enough so we can change it quickly,” 


says retail sales manager Herb Romm. 


IN THE STORE, ceiling tile displays, labeled 
and priced, excite the buyer, encourage the 
countermen who get cash incentive for ceil- 
ing sales. Free carpenter apron given each 
ceiling buyer says, ‘I'm a Weekend Won- 
der."’ Aprons worn by salesmen helped them 
suggest the sale. 


Ue 
SALES MEETING for Hilco sales people was 
held late in September. Manufacturers’ rep- 
resentative presented films and demonstra- 
tions to show Hilco salesmen how to generate 
consumer interest in ceilings. 


Dealer Boosts Ceiling Tile Sales 40% 


8-week sales push added to continuous promo- 
tion aid from supplier rings the cash register for 
Pennsylvania lumber. 


ONCENTRATING almost entire- 

ly on one manufacturer’s ceiling 

tile line, Hilco Lumber Co., Philadel- 

phia, sold nearly a quarter-million feet 

of acoustical and decorator ceiling tile 

in 1958, then boosted that record 40% 

in 1959. During an eight-week sales 

push last fall Hilco men sold over 
1,100 cartons of ceiling tile. 

“After that we were convinced the 
profit potential in the ceiling business 
is virtually unlimited,” says Martin 
Cohen, president of the company, one 
of the largest retail lumber and build- 
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ing materials concerns in the eastern 
states. 


Hilco Lumber’s ceiling tile success 
has been based on consumer selling 
and the theory that every do-it-your- 
self homeowner likes to talk about his 
accomplishments around the house. 


The selling program concentrated 
on trading the buyer up to the more 
profitable acoustical ceiling tiles. As a 
result, net profit per ceiling sold dur- 
ing the fall-1959 eight-week promo- 
tion was higher than at any time in 


the yard’s history. The promotion 
sold a variety of other products, too. 

Four-point program. Hilco Lum- 
ber’s selling program was sparked by 
four points: a sales incentive program 
for the company’s five counter men; 
new ceiling tile displays in the store 
and warehouse; advertising in news- 
papers plus direct mail to the 15,000 
homeowners on the yard’s regular 
mailing list; a free carpenter apron 
supplied by the tile manufacturer to 
every homeowner who bought a new 
ceiling job and installed it himself. 
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How to get more families to modernize 


You can get a greater share of the booming mod- 
ernization market with the Universal C.I.T. Prop- 
erty Improvement Plan. Finished attics, patios, 
new garages, kitchens and bathrooms, you can 
remodel old homes into new—even install a swim- 
ming pool. Best of all, you can close sales in two 
fast steps: (1) estimate, and (2) close the sale by 
quoting low monthly payments. 

With the C.1.T. plan you are backed by 50 years 
of experience. Your prosnects pay nothing down 
—except 10% on swimming pools. They can take 


| UNIVERSAL 


“oe 


up to 60 months to repay. In addition, their unpaid 
balance is covered by Group Life Insurance. 

C.I.T., the nation’s /argest independent finance 
company, has served more than seventeen million 
families. More than 400 offices coast-to-coast as- 
sure you of fast, profitable, localized service. Find 
out how you can boost sales and profits with the 
C.1.T. Property Improvement Plan. Call your 
local Universal C.I.T. representative today for 
full details. Look him up in your telephone direc- 
tory or write: Universal C.1.T. Credit Corporation, 
650 Madison Avenue, New York 22, N. Y. 


Property Improvement Plan 
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increasing 25% every two months. 

Bailey’s deals primarily in reinforc- 
ing steel for residential and light com- 
mercial jobs. Residential sales total 
95% of all steel sold by the yards. 

“It gets too involved if you try to 
handle steel for heavy commercial 
work,” declares Thomas Bailey, Jr., 
vice-president of the Florida firm. 

As a result of having steel, related 
sales also have skyrocketed. 

For instance, road mesh has in- 
creased in sales almost exactly in 
proportion to the amount of steel sold. 
“We found last year we sold a roll of 
road mesh to every ton of steel,” 
asserts Everette Cupit, manager of 
Bailey’s South Miami yard, where all! 
the firm’s steel is handled. 

“From February through Decem- 
ber, 1958, we sold 657 tons of steel 
and 672 rolls of mesh,” Cupit ex- 
plained. “Before we handled steel we 
sold about 10 rolls a month.” 

“We're always looking for new 
items,” Bailey added. “In the lumber 
business we have carried everything 
that has been used in the construction 
industry. Some of it has gotten away 
from us. Some of it we didn’t believe 
in too much. Steel was one of them. 


THREE TONS OF STEEL BARS can be handled at one time by means of this I-beam. 
Blades of fork lift slip through U-shaped slots welded to the long I-beam. Wire 
cables at each end of the beam loop around the steel for transporting. 


Steel Helps Sell Lumber 


Miami lumberman finds imported steel helps build contractor 
business. This is how Bailey's steel sales topped $100,000 


within 12 months. 


AILEY’S LUMBER YARDS has 
found selling imported steel re- 
turns plenty of hard cash with annual 
volume running almost $100,000 after 


the first 12 months of operation. Steel 
sales now account for between 10%- 
15% of overall sales at the firm’s four 
yards. And recently they have been 


We piddled with it. But the more we 
looked into it, the more we found 
there was a savings in volume buying.” 

Started in °58. An _ inexpensive 
power cutter was installed in 1958, at 
the South Miami branch at a total 
cost of $5,000. Before, when the firm 








THERE’S ONLY ONE GENUINE 


PRE-SOLD TO MILLIONS 
OF YOUR CUSTOMERS IN 


READY-TO-USE 
sa" aul CEMENT MIXES 


EACH BAG INDIVIDUALLY MIXED with the finest 
ingredients. 

EXCLUSIVE FORMULA assures concrete or mortar 
even stronger, smoother and easier-to-work 

than ordinary concrete or mortar. 

MULTI-WALL, DUST-TITE, MOISTURE-PROOF 
BAGS keep SAKRETE ready to use indefinitely. 
CONSISTENT HIGH QUALITY, excellent results 
bring customers back for more. 
POINT-OF-PURCHASE AIDS to help sell more 
SAKRETE, more related items. 


SOLD EXCLUSIVELY THROUGH LUMBER, BUILDING 
MATERIAL AND HARDWARE DEALERS! 


INSIST ON GENUINE 


No. 4-L 


SINGLE SURFACER 


a money saver for 

lumberyards and growing shops 
A medium size, wedge bed adjusted planer with built-in 
accuracy. Instantaneous micrometer control of lower 
rolls and back pressure bar saves time. Sectional feed 
rolls, chip breakers and four driven rolls contribute to 
safe, kick-back free operation. These and other features 
make this moderately priced planer your best buy. Sizes 


24”, 26”, 30” x8”. Write for Bulletia No. 61. Pe 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co. 
238 EIGHTH STREET EX 2-2341 HOLLAND, MICHIGAN 


PLANER SPECIALISTS SINCE 1862 





IN THE BAG WITH THE YELLOW DIAMOND 
Circle No. 46 on Handy Cover Card Circle No. 47 on Handy Cover Card 
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was using hand cutters, steel move- 
ment was between eight and 10 tons a 
month, 

With the machiue cutter, volume 
was soon built up to about 85 tons 
monthly by the end of the first half of 
1959. Sales began jumping at the 
beginning of the last half of the year 
after the nationwide steel strike began. 
Now a second cutter is needed. Steel 
will also be stockpiled at the main 
yard. 

Steel sales near the close of 1959 
were running at 200 tons monthly. 

Part of the increase is attributed by 
Bailey to increased sales to builders 
who have stepped-up activity in the 
area and to the firm’s own growing 
position locally as a steel supplier. 

Monthly inventory. Steel handled by 
the lumber dealer is in all sizes from 
%-inch up to an inch, with %-inch 
reinforcing bars constituting the bulk 
or 85% of sales. 

Cupit inventories monthly and keeps 
a perpetual record of sales and ship- 
ments received. Stock requirements 
are ordered 90 to 180 days in ad- 
vance, as delivery takes about three 
months. The yard picks up the steel 
in its own trucks at Port Everglades. 

Since there is little domestic rein- 
forcing steel sold in South Florida, it 
is difficult to determine the price 
differential with the imported product. 
Bailey’s has found the quality good 
and it meets domestic specifications. 
The firm has had no complaints. 

Bailey’s markup in steel to contrac- 
tors is 30%-50%, depending on the 
size of the order—the higher the 
volume ordered, the lower the per- 
centage of markup. Quite a lot of the 
steel sold is not cut, affording the 
yard a better net. 

Handling the item has caused some 
changes in Bailey’s operations and 
costs. Salesmen in the field push the 
steel as well as the yards’ other prod- 
ucts and a special effort is made to 
contact contractors to explain Bailey's 
steel service. 

The South Miami yard had to put 
on a fulltime cutter with a_ helper, 
who was taken out of lumber. A 
laborer was hired to replace the 
helper. Space was available at the 
yard for stocking, so that no additional 
expense resulted from this aspect of 


STEEL POWER CUTTER is used to cut re- 
inforcing bars to the desired length. 
Manager Everette Cupit watches worker 
slide bars along trough for cutting. 


the new operation. Steel stocked in 
the yard is covered with polyethylene 
film to keep out salt air. 
costs. “Steel hasn't added 
too much to operation costs,” asserts 
Cupit. “Other than $5,000 for the 
cutter and $60 a truck for installation 
of special racks, our only other outlay 
was $20,000 for inventory. There’s 
nothing to wear out on the power 
cutter except the dies and these are 
relatively inexpensive. The cutter has 
a slow shear action. You can load up 
to six or eight bars at a time and 
shear them like butter.” 
The truck bodies are transferrable 


from one vehicle to another. The 
racks are a clever device developed by 
Bailey’s. The truck bodies are 84 
inches wide; when extended the racks 
add only about eight or 10 inches to 
the width. 

The racks are brackets, U-shaped, 
and telescope into the body when not 
in use. Each truck has four racks 
installed on the right side. One is at 
the rear, another in the middle, a 
third near the front and the fourth on 
the bumper. They hold plenty of steel 
and permit carrying 40-foot lengths 
of steel bars. Shorter lengths can be 

(continued on page 90) 











For All Around 
BUILDING LUMBER 


Specify PICKERING 





It takes good logs to make good lumber and 
Pickering has ‘'em—‘Gold Medal’ quality. 
When you want dependable value lumber, 
always specify PICKERING ‘“‘“GOLD MEDAL.” 
It's soft and mellow-textured, well-manufac- 


tured, 


scientifically kiln 


dried, accurately 


graded and properly loaded in clean cars. 


Pick-Pickering “Gold Medal’ for your 
complete needs in Sugar Pine. @ Pon- 
derosa © White Fir © Incense Cedar 


“ Tx: Sonora 116-U 
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STEEL HELPS SELL 


(begins on page 88) 





carried by use of fewer than the four 
racks, or carried on the main body of 
the truck. 

When the steel is brought into the 
yard from Port Everglades, a forklift 
truck unloads the material for place- 
ment in the yard’s stockpile. Another 
clever gadget was devised to enable 
the forklift to unload steel. An I-beam 
was fitted with two welded slots to 


than three tons at one time. 

Selling wedge. “It’s a known fact,” 
Bailey said, “that if you get an allied 
product, you begin to sell other things. 
Our overall sales this past year stepped 
up by virtue of having steel. It was 
the biggest year we’ve ever had. Steel 
enabled us to secure whole or- 
ders from contractors, whereas we 
wouldn’t have gotten them without. 
And unlike the truss business here, 
steel is not nearly as competitive an 
item,” he adds. 

In one instance, Bailey’s recently 
wrapped up a complete package deal 





SALESMAN 
(begins on page 82) 





youthful training teaches them early 
how to apply practical methods to 
most any problems. 

Asked how they go about finding 
good salesmen, these are some of the 
comments to American Lumberman 
reporters: 

Made contact at an association 
meeting; suppliers made helpful rec- 
ommendation; came from another 
yard; met in a competitor’s office; 


with a contractor for 37 homes, simply 
because the lumberyard had the rein- 
forcing steel to start. Within four suggests Les Garland, advertising 
months the firm’s deal with the con- manager, Johnson Lumber Co., Oma- 
tractor had mushroomed to 229 ha. ¢ 
houses. Robert Ferguson, Rainier Lumber 
& Hardware Co., Seattle, goes so far 
as to contact dealers in other yards 
to see who might be available. A good 
many dealers agreed with Sid Dubin, 
vice-president, Suburban Lumber Co., 
Oaklyn, N. J., that the best way to 
find salesmen is to “let the word drop 
that you’re looking for someone.” 
Ed Wallich, owner, Wallich Lum- 
ber Co., Detroit, who expects to hire 
two or three salesmen this year, faces 
the dilemma of most dealers: 
“We have many applicants, but 
few who qualify,” he said. 


newspaper ads, especially classified. 


slip over the forklift blades. 
also ad in American Lumberman, 


Steel cables hang from each end of 
the I-beam to loop over the bar steel 
in unloading. The forklift can handle 
four tons at a time, but the yard 
considers the safety factor at no more 


FORTY-FOOT 
LENGTHS of steel 
bars can be loaded 
on side of truck by 
using telescoping 
U-shaped brackets. 
Bodies can be 
transferred from 
one vehicle to an- 
other. 





APPEAL!! 


For Builders 
and 
Consumers! 


New! Unique! A real profit 
builder! 


IMMENSE 


CAULKING COMPOUND 


in Triple-Seal cartridges 


Popular priced. High quality. 
For inside or outside use. 
White, gray or natural colors 
and dripless plunger at no 
additional cost. 


Consumers will go for its 
simple installation (30 sec- 
onds), and beauty of ap- 
pearance. 

Builders will appreciate the 
economies to be had_ by 
using this door for closet 
openings. 


FABRIC DOOR 
installed in 30 seconds! 


For complete details see your distributor or write 


THE COLUMBIA MILLS, INC. 


368 S. WARREN STREET SYRACUSE 1, NEW YORK 





ONE PIECE, AIR 





























1/10 Gallon 
Cartridges 


6475 Georgia Ave., Detroit 11, Mich. 
Nine factories to serve you. 44 #156 
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50 Yt: a 
GUARANTEED 
FREE AREA 


¥ 


Competitively Priced 


MONEY-BACK GUARANTEE or irce-2rce capacity 


helps sell Milcor Louver Ventilators for you 


Because of the great importance of adequate ventilation 
to your customers, Milcor goes all the way to assure 
them of full free area capacity. 


PROVE IT YOURSELF—send for 
the Milcor Free Area | 


ae 
<< > 


Capacity Rule - 
See for yourself how much more you have to sell in 
Milcor Roof Louver Ventilators. Send for Milcor Free 
Area Capacity Rule. Use it to compare actual free area 
capacities of other roof louver ventilators against our 
50 sq. in. actual capacity, covered by our money-back 
guarantee. 


FREE VENTILATION CHART AND FHA REQUIREMENTS 


Wall chart is useful tool in helping you sell customers 
on the need for adequate ventilation. Send for it today. 


MitcoR-.-=-- 


INLAND STEEL PRODUCTS COMPANY 


DEPT. D, 4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN 


MEET FHA REQUIREMENTS 


Most attic ventilation today is INADEQUATE. Insidious dry rot 
resulting from trapped moisture is a serious cause of structural 
damage. 

Adequate ventilation means more than installing “a few venti- 
lators”. It means installing ventilators with enough air capacity 
to keep air moving through these spaces. Milcor Roof Louvers 
help your customers meet FHA specifications more economically. 
They cost no more than most ordinary ventilators — but they 
provide more free-area capacity for the money. 

Milcor Roof Louvers are part of a complete line of Milcor ven- 
tilators you can stock to supply every need. 


5 = 





Stationary Louver —Flush 
and self-casing designs. 
8” x 8” to 24” x 30”. 


Under-Eave Louver — 
Finned louvers deflect rain 
and snow. Three sizes, 
4” x 16”, 6” x 16”, 8” x 16”. 


Triangular Louvers—Fixed 
and adjustable types. Sizes 
to fit various roof pitches. 


Foundation Grilles — For 
crawl spaces and window- 
less basements. Size of 
one concrete block. 

8M-10 


BALTIMORE. BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, ST. LOUIS 
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“Only KEYMESH for stucco 


says A. L. BRANDEN of Branden Enterprises, developer of 10,000 home 


OUTSIDE Bee iy 
KEYMESH 
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as Br ns 


‘**We don’t buy cheap materials. What you save in 
first cost, you often lose—and then some—on extra 
labor and callbacks. That’s why I insist that sub- 
contractors working for me use Keymesh as a stucco 
reinforcing material,’’ reports Alec Lee Branden, 
Hayward, California. 


Mr. Branden finds stucco a quality feature for 
exterior walls. At Tropicana Village, his latest devel- 
opment, stucco is applied over Keymesh reinforce- 
ment. This wall construction helps him maintain a 
35-house a day schedule (final plans call for 10,000 
homes)—and assures the strength, durability, and 
fire-safety that owners of Branden-built homes 
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home goes through as it settles. With Keymesh, 
stucco walls show no signs of exterior cracking. 
Require no callbacks to repair settling cracks. And, 
being easy to work with, my subcontractors appre- 
ciate the way it handles.”’ 


Other use and test-proved products in the Keymesh 
family of quality plaster reinforcements ... Keycorner 
for almost double the crack resistance of plaster corners 
... Keystrip for extra strength at points of maximum 
stress where flat strip reinforcement is needed. 





expect. Low initial cost plus highest quality are 
trademarks of all Branden-built homes. 


“I’ve found that Keymesh gives with the wall, tak- 
ing up the stretch and contraction that any new 


Frank A. Schiro, Plastering Subcontractor, uses 18-gauge 
Keymesh. Mr. Schiro reports, “I like to use Keymesh 
because it permits rapid troweling. My workmen easily 
keep up with construction schedules.” 
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reinforcement 


Tropicana Village, San Jose, California 


Send for complete information. Write 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 


Yes, I would like to learn more about the effective 
crack resistant qualities of Keymesh, Keycorner 
and Keystrip reinforcement. Please send me com- 
plete test reports and more complete information. 


Name 


Company 


Address 


State 
Circle No. 49 on Hand 


City 
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NEW 
JIG 


COPING 


SAW BLADE - 
SALES BOOSTER 








LOW DEALER COST 
HIGH MARK-UP 


SELF-SERVICE 








A complete saw blade sales 


center...colorful...eye catch- ° 


ing...all you need to service 
the hobbyist, professional and 
do-it-yourselfer. 


Compact...only 1%” deep, 
15” wide and 8” high. Easel 
back for the counter, punched 
for wall or peg board display. 


Ask your wholesaler for the 
NEW #50 GRIFFIN Sales 
Booster. 


la fm ALL 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N.Y. 
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KITCHEN SALESMAN Sian Clauson of Parker Lumber Yards explains monthly payment 
setup to young couple interested in installing their own cabinets. 


Do-It-Yourself Kitchens 


Washington state dealer is building nice volume with skilled 
homeowners, who like to save money by doing their own 


kitchen remodeling. 


BREMERTON, WASH. 

ROMOTING KITCHEN SALES 

to do-it-yourself customers is nice 
business for the Parker Lumber 
Yards. Since many of the residents 
are skilled workers at the Puget Sound 
Naval Shipyard, Bremerton is a good 
community for this sort of program, 
points out dealer A. H. (Ike) Parker. 

“Of course we give the customer a 
certain amount of help, especially in 
cabinet assembly,” explains Parker, 
“and we sub-contract the plumbing 
and wiring for him and finance the 
whole job as a package transaction. 
But the main carpentry work, he can 
handle very competently himself.” 

Parker operates two yards in Brem- 
erton in opposite ends of the city. A 
model kitchen installation is found at 
the Navy Yard Highway location and 
a similar program is underway at the 
other yard. 

Two kitchens monthly. Most of the 
do-it-yourself kitchen sales approach 
$1,500 and the single yard is averag- 
ing two kitchen jobs a month. The 
outside kitchen sales work is handled 
by store employes working in their 
spare time on a commission basis. 
Stan Clauson, a former appliance 
salesman, is the key man in kitchen 
sales. 

Two model kitchens, one deluxe 
and one economy, are valuable sales 
tools at the store level. Three built-ins 


are features: range, oven and electric 
dishwasher. Additional appliances are 
bought on customer order. 

The firm handles _ prefabricated 
wood cabinets of good quality and 
design. Since the customer must tear 
out his old installation, the store has 
at least two weeks to order cabinets 
for a particular installation. 

Clauson figures a minimum of two 
calls to sell a job, one to take meas- 
urements and determine customer 
preferences and a second call to show 
a sketch of the proposed job and se- 
cure a signed contract. 

“We don’t itemize a job for a cus- 
tomer,” explains Clauson. “We give 
the completed price for everything, 
including any sub-contracting that 
may be needed. We also discuss 
monthly payments, which we try to 
keep as close to $30 as possible.” 

Clauson says he purposely avoids 
showing dimensions on his sketches 
to prevent customers from getting a 
price quotation from another source. 
In addition to cabinets and builtins, 
the firm wiil sell floor, wall and ceil- 
ing materials for most jobs. 

Although most customers will han- 
cle their own carpentry work, Parker 
will do the entire job if requested. In 
pricing the job, Clauson adds $25 to 
$50 as a cushion for some small al- 
teration desired by the customer or 
extra expense. 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


ASR SUS ONS 
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Look What You Can Sell 


A cattle ramp (left) or a garage (right) are just two of the 
many useful things you and your farmer customers can build 
with a new product called Keyframe. 

Keyframe is made of cold-rolled, galvanized steel and is 
available in heavy or regular gauges in 10’ and 12’ lengths. 
A pattern of precision holes and slots make it easy to adapt it 
to any structural need. Uses for Keyframe are numerous: hog 
shed, cattle chute, carport, workbench, hayrack, corn crib, 
animal shelter, machine shop, motor mount, ladder or cart, as 
well as storage buildings with 40’-wide clear spans and up to 
100’ in length. 

The new structural steel material is quickly cut to length 
with the Keyframe cutter, an accurate tool operated easily by 
hand. The cutter gives a quick, clean cut to precision dimen- 
sions. The Keyframe cutter is available at a reasonable price 
to a dealer who may want to rent or loan it to customers. 
Each piece of Keyframe has arrow-shaped cutting marks 
every 3”. The built-in measuring system shortens cutting time 
and assures accuracy. There’s no waste as small pieces may 
be used as cleats or braces. 





A new swimming pool, called the Sunliner, is designed and 
engineered to use stock size lumber. All lumber and plywood 
needed is of standard stock size sold from the lumberyard 
with no cutting required. The pool package is supplied by the 
manufacturer complete with filter, liner, pipe, fittings and easy 
——* manual after each sale is made with nothing else 
to buy. 

A dealer makes a profit on his stock lumber, on the pool 
package and on each pool installation, maker announces. Profit 
per each sale is at least $500, it is said. 

Market data. The Sunliner Pool is 16’ x 34’ x 8’ deep with 
an 8 x 20 deck. Its vinyl liner is guaranteed for years of 
service and is maintenance free, says maker. There is no 
franchise fee, inventory or cash investment required. A deal- 
er may make a sale by using literature before ordering the 
pool kit direct from maker. Sales aids include brochures, 
window banners and literature now available from Hunter 
Powers Co., Dept. AL, 9201 W. 143rd St., Orland Park, Til. 


Swim Pool Provides a Dealer with a $500 Profit Per Sale 


and Build with Keyframe 


The only other tool needed to erect Keyframe is a wrench 
to tighten the bolts that are furnished with the material. 

Market data. You now can sell a workbench, hog house or 
cattle chute over your counter. A farmer can carry it out of 
the store under his arm, take it home and put it together on 
his farm for use the same day. The cattle ramp (left, above), 
including lumber, has a suggested retail price of about $110. 
The garage (right, above) using Keyframe, plus lumber, over- 
head door, window, walk-in door and shingles, retails for about 
$600. 

Keyframe now is available from distributors or direct from 
maker. There is no minimum dollar investment for a dealer. 
Sales aids include simplified plans for Keyframe structures, ad 
mats and illustrated 1-2-3 steps for using Keyframe to assure 
a satisfactory do-it-yourself project. 

Keyframe also is ideal for use by a dealer both to serve his 
own storage needs and to display its uses to farmer customers. 
For free literature fully describing Keyframe, write to Key- 
stone Steel & Wire Co., Dept. AL, Peoria 7, IIl. 
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TECO GRIP 


JOIST AND BEAM HANGERS 


The NEW TYPE HANGERS that 


are lower in cost — save labor 


50% TOTAL SAVINGS 


© Available for 2x4 to 4x14 
members including double 
2x6's to double 2x14’s 


Each type adequate for 
several joist sizes 

Special nails included 
with each carton of hang- 
ers 

Eliminate ledger _ strip- 
ping, notching and shim- 
ming 

Fast and easy to install 


| for this FREE 
\ Design 
Booklet 


TIMBER ENGINEERING COMPANY 
1319 18th Street, N.W., Washington 6, D. C. 
Please send me your free design booklet on 
Teco-U-Grip joist and beam hangers 
Name 
Firm 


Street 


City 
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Diamond Panel Dimensional Fence 
Can Be Color-Matched to Home 


Habitant’s new Diamond Panel di- 
mensional fence makes use of alternate 
panels of plain and perforated Abitibi 
hardboard. The perforations permit air 
circulation and allow potted plants or 
hanging vines to be hook-mounted. 

Diamond Panel, as all other Habitant 
dimensional fences, may be ordered with 
Redwood color stain, yet lends itself to 
striking painted color combinations by 
homeowners. Each dimensional fence is 
factory-fabricated in rigid metal jigs to 
insure perfect fit, alignment and uni- 
formity of the panels. Use of dressed 
lumber and striated weatherproof ply- 
wood also is a feature of the dimen- 
sional line offered in 8’ sections and in 
4’, 5’ or 6’ heights. 

The dimensional styles are in addition 


to the maker’s attractive northern Mich- 
igan white cedar rustic fencing. 

Market data. The Diamond Panel 
style shown in photograph above is one 
of 23 factory-fabricated fence designs 
and harmonizing gates available. Sug- 
gested retail prices of the fence Tange 
from $1.50 to $4.50 per foot. It is pri- 
marily an item for consumer sale. It is 
available direct from maker. There is no 
minimum dollar investment for a dealer, 
no stock or inventory is necessary. Deal- 
er sales aids include metal embossed 
signs, brochures, ad mats, catalogs, sam- 
ples of fence styles and literature, which 
may be obtained by writing to Habitant 
Fence, Inc., Dept. AL, 900 Harrison, 
Bay City 1,Mich. 
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G-P Has High-Performance 
Wood Boat Panel 


A marine plywood panel that will 
never weather-check is the claim of 
Georgia-Pacific Corp. for its new GPX 
Marine Green. Its medium-density resin- 
fiber overlay gives a water-impervious 
surface, which eliminates checking and 
provides an especially good paint sur- 
face. Its overlaid face and rotary-sliced 
mahogany back will prove popular with 
boat builders. 

GPX Marine Green is available in 
three combinations of faces for various 
requirements, in standard thicknesses to 
%”, including widths up to 5S’ and 
scarfed lengths. 

Market data. Suggested retail price of 
GPX Marine Green %” five-ply-overlay- 
both-sides is about 60¢ per square foot. 
Usual retail markup on cost is 50%. It 
now is available from G-P distribution 
centers and is primarily an item for do- 
it-yourself boat builders. Dealer sales 
aids include boat plans, specification 
sheets, a free sample and 
which may be obtained by writing to 
Georgia-Pacific Corp., Dept. GPX-AL, 
Equitable Bldg., Portland 4, Ore. 

Circle No. 204 on Handy Cover Card 
(continued on page 98) 


literature, 


For more facts, 
use handy back 
cover coupon. 
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Sell the modern beauty of block!—and Dur-o-wal to make it 


more than twice as strong! 


When reinforced every second 
course with Standard Dur-o-wal, 
the flexural strength of a masonry 
wall increases 71 per cent—com- 
parable to other types of rein- 
forcement used every course. But 
Dur-o-wal can do even better. 
When Extra Heavy Dur-o-wal is 
used every course with Class A 
mortar, flexural strength increases 
a mighty 261 per cent! 

Those are solid facts—facts you 


can use to sell a load of Dur-o-wal 
with every load of block, for im- 
portant extra earnings. 

Builders everywhere are turn- 
ing to Dur-o-wal’s trussed design, 
butt-welded construction, scien- 
tifically deformed rods, to give 
good-looking modern masonry 
extra years of life. Wherever 
you’re located, Dur-o-wal means 
business! Tell your customers to 
see us in Sweet’s Catalog. 


DuUR-O-waL 
Masonry Wall Reinforcement and Rapid Control Joint 


RIGID BACKBONE OF STEEL FOR EVERY MASONRY WALL 


Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wal Prod., Inc., Box 628, 
SYRACUSE, N.Y. Dur-O-wal Div., Frontier Mfg. Co., Box 49, PHOENIX, ARIZ. Dur-O-wal Prod., 
Inc., 4500 E. Lombard St., BALTIMORE, MD, Dur-O-wal of ili., 119 N. River St., AURORA, ILL. 
Dur-O-wal Prod. of Ala., Inc., Box 5446, BIRMINGHAM, ALA. Dur-O-wal of Colorado, 29th and 
Court St., PUEBLO, COLO. Dur-O-waL Inc., 165 Utah Street, TOLEDO, OHIO 
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Two engineered products that meet a need. 
Dur-o-wal reinforcement, shown above, and Rapid 
Control Joints, below. Weatherproof neoprene 
flanges on the latter flex with the joint, simplify 
the caulking problem. 





LOCAL ADVERTISING 
FOR YOU 


...for merchandising minded 
Dealers, a complete LOCAL ADVER- 
TISING PROGRAM, This is designed 
to sell you and your service... MORE 
than 25 Promotion Items ready for 
your imprint and a USM plan for 
newspapers, radio, TV and other 
local advertising. 


NEWSPAPER 





ADVERTISING! 


Write today for details on the Certified 
Adequate Insulation Local Promotion Program. 


if UNITED STATES 
aM MINERAL WOOL 
COMPANY 


Ga WOMERAL FIBER 
World’s Oldest Manufacturer of Mineral Wool Products 


STANHOPE NEW JERSEY 


Please send me information on your 
Local Promotion Program, 





COMPANY 
ADDRESS. 
CITY 
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Specialty Finishes Enhance 
New Hardboard Line 


A complete line of top quality hard- 
board products has been added by Cer- 
tain-teed to its fiberboard line. In addi- 
tion to standard hardboard products, the 
new line includes a number of unique 
surface textures shown in photo above, 
which give a decorative flair to any 
hardboard project. 

Certain-teed’s hardboard products are 
manufactured of Douglas fir. They are 
ideal for interior or exterior use, such 
as: shelving, flooring, counter and work- 
bench tops, fencing, additions, play- 
houses, cabinets and storage sheds. 

Market data. The new hardboard line 
is available from distributors. It is es- 
pecially designed for both consumer and 
contractor sales. Usual retail markup on 
cost is about 30%. Samples may be ob- 
tained by writing to Certain-teed Prod- 
ucts Corp., Dept. AL, 120 E. Lancaster 
Ave., Ardmore, Penna. 
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Develops a High-Style 
Wood Veneer Laminate 


Furnadene, a new three-ply laminate 
consisting of Goodyear Tire & Rubber 
Company’s Videne polyester film, wood 
veneer and thin-gauge aluminum foil, 
now is available. Furnadene is made 
with a variety of woods in 4’ x 8’ pan- 
els. It is especially designed for surfac- 
ing of cabinets, doors, furniture, appli- 
ances, auto, bus and aircraft interiors. 

Utilization of the Videne film pro- 
duces a tough, abrasion and stain resis- 
tant surface, says maker. Use of the 
film also permits production of Furna- 
dene with a variety of surface finishes 
including a luxurious hand-rubbed oil 
appearance, it is said. 

Market data. Suggested retail price of 
Furnadene is between 40¢ and 65¢ per 
square foot, depending upon the veneer 
specie used. It is an ideal item for both 


do-it-yourself and contractor sales, Fur- 
nadene may be obtained from distribu- 
tors or direct from maker. Dealer sales 
aids include brochures, test reports, fact 
sheets, application instructions and sam- 
ples. A program of cooperative adver- 
tising allowances is being planned. Wil- 
cox-Woolford Corp., Dept. AL, Spring 
City, Penna. 
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Basement Wall Reinforcer 


Called Plumwali, a new basement 
wall reinforcer (right, above) eliminates 
the bunglesome use of planking (left, 
above) to keep cracks to a minimum or 
eliminate bulges. Plumwall extends from 
the top of the cap to one block above 
the basement floor and is no more than 
5” at its widest extremity. 

Plumwall is made of heavy-duty iron 
and will withstand up to 90,000 pounds 
of pressure, says maker. It is composed 
of two %2”-thick brackets and a long 
sleek, 42”-diameter rod. It is particularly 
useful where pilasters have not been 
emplaced to carry the load sustained by 
the walls. 

Market data. Plumwall retails for 
$13.95 f.o.b. Offering a dealer discount 
of 40%, it is an ideal item for both 
consumer and contractor sales. A han- 
dyman can install Plumwall in about an 
hour. A dealer may buy as little as six 
Plumwalls. Sales aids include counter 
cards, plus an illustrated brochure, which 
may be obtained by writing to Plum- 
wall, Sanderson Cyclone Drill Co., Dept. 
AL, Orrville, Ohio. 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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Adds a Low-Temperature Oven Control 


Preway built-in gas ovens now are 
equipped with the new Robertshaw- 
Flame Master low temperature oven 
control. The innovation keeps cooked 
foods at a ready-to-serve temperature 
without losing flavor or juiciness, maker 
announces. Tests made over long peri- 
ods of time, with roasted meat held at 
140°, showed no loss of the taste per- 
fection already attained at normal roast- 
ing temperature in the Preway oven, it 
is said. 

Another use of the 140° oven control 
is to hasten the thawing of frozen foods 


without drying-out or flavor loss. A 
seven-pound frozen turkey can _ be 
thawed in 2% hours, it is said. Plate 
warming also is an easy trick with the 
low temperature control. 

Market data. Preway built-in gas ovens 
are ideal items for both consumer and 
contractor sales. There is no minimum 
dollar investment for a dealer. He may 
buy just one unit. Literature describ- 
ing the Preway line may be obtained by 
writing to Preway, Inc., Dept. AL, 8160 
Third St., North, Wisconsin Rapids, 
Wis. 
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Formboard in New 
Sizes and Finishes 
Simpson's new Acousti- 
cal and Insulating Form- 
board is available in a va- 
riety of sizes and finishes 
including: fissured painted, 
unperforated unpainted, un- 
perforated painted and 
standard perforated. It is 
designed for perlite, vermi- 
culite or gypsum poured 
roof decks. It also provides 
low-cost noise control, high 
thermal insulation value 
and an economical finished 
interior. The 1”-thick Form- 
board consists of a "”%”- 
thick natural board lami- 
nated with vapor permeable 
glue to a %4”-thick asphalt- 
impregnated insulation 
board. Simpson Logging 
Co., Dept. AL, 1033 White 
Bldg., Seattle 1, Wash. 
Circle No. 209 on Handy Cover Card 
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Chef’s Wagonette — 
an exclusive and 
portable companion 
to the outdoor grill. 
Has seat, Formica cut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area, 


Club Series—Personalized withcustom- 
er's initials. Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. ideal indoors or out. 


Tie in with Gochen for stepped up sales ! 
Most complete and fastest selling line! 


Zephyr Swing—smooth in action—posture-safe in ¥ 
its form-fitting seats. Constructed for years of use. 

Appealing colors in weather-resistant enamels. 9 
GOSHEN 


goshen cosuey 


Satattiched in 1891 


LOTolaalolisi—me-jallelaal-lalt-) 
—cut costs with 


BLUE RIBBON 


WOODEN and ALUMINUM 


LADDERS 


Send coupon for new full-color catalog! 


Goshen Manufacturing Co., Dept. F 
Goshen, Indiana 


Please rush new 36-page 1960 catalog in full 
color, plus data on gt a 
Name____ 

Address__ 


City 
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REDUCE delivery costs. 
ssvsaaiagd a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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NEW LUCITE HOUSE PAINT 


_.the money-maker that really means business ! 


For profit-minded paint dealers, the big news this 
year is “Lucite” Acrylic House Paint, a remarkable 
new product of Du Pont research. Outstanding dura- 
bility, ease of application and superior blister- 
resistance make “Lucite” the greatest development 
in exterior finishes in 30 years. But more important, 
new “Lucite” offers you unparalleled opportunities 
to build sales volume and increase profits. 


The whole story of this remarkable new discovery 
is told in the full-page advertisement reproduced 
here—currently appearing in Reader’s Digest. A 
brand-new Politz survey, just released, proves that 
readers of the Digest— many of them your customers 
—will turn to this particular page more than 60 
million times! 

But that’s just a single example of the way 
Du Pont is pre-selling your customers, over and over 


again all through 1960, in an aggressive hard-hitting 
campaign of national advertising that’s causing un- 
precedented demand for this wonderful new exterior 
finish. It’s a safe bet that all your customers will be 
reading about “Lucite” this spring in at least one of 
these great magazines: The Saturday Evening Post, 
American Home, Better Homes & Gardens, Sunset, 
Popular Science, Popular Mechanics and Mechanix 
iustrated. What's more, another 35 million TV 
viewers get the “Lucite” story on the Du Pont Show 
of the Month, April 21, over CBS. 


For you, this means a terrific opportunity to build 
bigger sales and higher profits. Stock up now on 
DuPont “Lucite” House Paint. Feature it promi- 
nently in your store. Make use of Du Pont’s exciting 
new window displays and other powerful selling 
helps. For full details, clip and mail coupon today. 


“LUCITE” MAKES THE DIFFERENCE ...AND ONLY DU PONT MAKES “LUCITE”! 
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E. 1. DU PONT DE NEMOURS AND CO. (INC.) 
Finishes Division, Dept. AL-64 
Wilmington 98, Delaware 


Please send me complete details on the money- 
making opportunities of “Lucite” House Paint. 
Name 
Title 
Store Name 


Street 
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NEW PRODUCTS 


( begins on page 95) 





Ceiling Tile with New 
Needle-Point Perforations 

A new tile with an ivory-white finish 
is scattered with varied size needle-point 
perforations. Called Stardrift, its surface 
is washable and is said to absorb up to 
75% of the noise that reaches the ceil- 
ing. 

The new needle-point pattern also is 
available on two Gold Bond Decor Tiles: 
Romanesque and Aurora. 

Market data. Homeowners and con- 
tractors may choose the new pattern in 
white finish from three decorative, 


sound-absorbing Stardrift tiles. All three 
are wood fiber and are 4%” thick, 12” x 
12”, with tongue-and-groove edges. The 
tiles are éasily applied with staples, 
nails or Gold Bond adhesive. 

Stardrift tile usually retails for 15¢ to 
18¢; retail markup on cost is 58%. It 
now is available from building materi- 
als suppliers. There is no minimum dol- 
lar investment for a dealer. Sales aids 
include floor and wall displays. National 
Gypsum Co., Dept. AL, 325 Delaware 
Ave., Buffalo 2, N. Y. 
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Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 





“That's right, the whole vacation 
came right out of profits from my Clarke 
floor machine rental department. I 
actually made an extra $4,000 last year 
in rental fees and profits from impulse 
sales and related do-it-yourself floor 
finishing items. And did it with just one 
set of Clarke rental machines.” 

You can earn an extra $4,000 a year 
just as easily. By setting up a Clarke 
rental department, you establish your 
store as rental headquarters for do-it- 
yourself floor finishing machines. Traffic 
jumps as you promote your department 
with the many merchandising aids 
Clarke gives you. Rental fees quickly 
help pay off your investment. And sales 
of related items — sandpaper, sealer, 
wax, varnish — plus sales of impulse 
items to rental customers soon build 
your extra profits to the four-figure 
mark. And it all comes in directly from 
your Clarke Rental Department. 

If you’re interested in a nice, long 
vacation, a new boat, car or anything 
an extra $4,000 can buy, let us tell you 
exactly how you can get it. Write for 
details. 


464 E. 


Photo Courtesy of Evinrude Motors 


A complete Clarke Rental 
Department includes floor 
sander, edger, polisher, 
rug shampoo machine, 
wet-dry vacuum cleaner 
and hand sanders. Floor 
finish and shampoo. 


Clay Avenue, Muskegon, Michigan 


Built-in Laundry Box 


Trade-named Laundry-Guard, a new 
built-in laundry box is designed to add 
built-in sales appeal to any new or re- 
modeled home. The attractive and easy- 
to-install unit is a built-in washer con- 
nector box complete with drain to pro- 
tect walls and studding. It is approved 
by both FHA and VA. 

The flush-mounted Laundry-Guard is 
mounted on the wall studs when the 
plumbing is roughed into the wall, with 
hot and cold water pipes connected 
through openings in the heavy bonder- 
ized steel box. The brass tail pipe of the 
unit’s drain merely slips into the main 
laundry drain without soldering. The 2” 
baked enamel flange of the Laundry- 
Guard can be quickly attached after the 
walls are finished. 

Market data. List price of the Laun- 
dry-Guard is $7.50; standard color is 
white. It now is available direct from 
maker. It is primarily an item for con 
tractor sale. There is no minimum dol 
lar investment for a dealer. Butler En 
gineering Co., Dept. AL, Mineral Wells 
Texas. 
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Masonite Has Ribbed 
Hardboard Siding 


Sunline siding with pre- 
formed ribs at 8” intervals 
is made in 4’-wide panels 
in lengths of 8’, 9 and 
10’. All panels are 5/16” 
thick, with %” thickness 
at the ribs, raising them 
3/16” above the surface of 
the board. Each rib is 2” 
wide to create a strong ver- 
tical treatment for wall sec- 
tions, gable ends or accent 
areas, explains maker. Hid- 
den joints are a feature of 


Clarke 


Authorized Sales Representatives and Service Branches 
in Principal Cities 

In Canada: Clarke Floor Machine Company (Canada), 
Lid., 21 Advance Rd., Toronto 18, Ontario 


the siding. Masonite Corp., 
Dept. AL, 111 W. Washing- 
ton St., Chicago 2. 
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FLOOR MACHINE CO. 


Sanding Machine C 
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THE ONLY LINE OF BUILT-INS WITH 
INTERCHANGEABLE GAS AND ELECTRIC 
DOUBLE OVENS AND “SUPER THIN” 
TOPS. 


MODERN MAID Scores again with the 
inttoduction of the DOUBLE OVEN GAS 
BUILT-IN with 2 BIG 18” OVENS and the 
amazing NEW INFRA-RAY ceramic burner! 











A Colorful New 


Patio Panel is 


EACH MODEL 

, # HAS 2 FULL- 

Easy to Handle F meee «SIZE 18 INCH 
= Se «WIDE OVENS 


and to Install 


CONVENTIONAL 

Known as Ridgeway, a new translucent fiberglass building es cmaess yet 
panel is designed specifically for such outdoor overhead uses a INTERCHANGE. 
as patios, sun porches and carports. The durable panel of- = 9 mm «CABLE 
fers excellent drainage. It contains Filtron 25, to reduce light 
and heat penetration, and Superglaze, which gives lasting pro- 
tection. All of the Superglazed panels carry a written 10-year 
guarantee. 

Lightweight and easily handled, the panels may be cut or 
drilled with ordinary hand tools. They are available in seven 
colors: lime, sand, green, yellow, blue, pink and white. 

Market data. In amounts over 200 square feet, the Super- 
glaze Series retails for 79¢ a square foot while the Saratoga 
Series retails for 59¢ per square foot. The panels are available 
from about 250 building materials, glass and glass-and-paint 
distributors. They are ideal items for both consumer and con- 
tractor sales. Dealer sales aids include displays, banners, signs 
and literature. Alsynite Company of America, Dept. AL, 4654 
De Soto St., San Diego 9, Calif. 
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“SUPER THIN” 
RANGE TOP 


SEPOECESEES SSC SSSSE F OP EVEES 


47 


A Formica-Paneled Louver-Fold Door 

A new line of Formica-paneled foild- Rona peo 
ing doors has been added to the Louver- TOP ALSO DROPS 
Fold door line. The new line features six IN ABOVE 
of the most popular Formica satin-finish DRAWER SPACE. 
woodgrains in standard doors, with all & 
— patterns available on special or- “9 

er. 

The Formica panels are formed to 
Louver-Fold’s patented Air Foil louver 
design under heat and pressure and are 
edge-bonded into panels incorporating 
superior strength and warp resistance. 

Market data. Suggested retail prices 
range from $70 for a 2’8” x 6’8” size 
up to $750 for a 240” x 10/0” door. Re- 
tail markup on cost is 334% %. The fold- 


ing door now is available from about 200 
wholesale building supply distributors. It 
is individually packaged in cartons. For- 
mica-paneled Louver-Fold door is an 
ideal item for both consumer and con- 
tractor sales. Dealer sales aids include a 
floor display stand, portable display 
stand, sectional panel samples, color 
folders and chips and a catalog. Con- 
solidated General Products, Inc., Dept. 
AL, 24th & Nicholson Sts., Houston 8, 
Texas. 
Circle No. 214 on Handy Cover Card 
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ewe prices and folder on the 1960 line 
of Modern Maid Gas and Electric Built-Ins 


Name 

Address 

City State 
Distributor [_] Dealer {_] Cabinet Maker [| 


TENNESSEE STOVE WORKS 


CHATTANOOGA 1, TENNESSEE 
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7M TURNBUCKLES 


up with 


COMPLETE LINE 
BEST PACKAGING 


MOST EFFECTIVE 
SALES HELPS 


TURNBUCKLES EYE BOLTS 

“Alumaloy"’ Bright zinc 
bodies, zinc plated with Steel rods, 
plated stee| nuts assem- Sturdy ‘‘Alu- 
hooks & eyes. bied. maloy' bodies, 


SCREEN DOOR 
BRACES 


4}, 


SCREW HOOKS GATE HOOKS EYE BOLTS 
Round end AND EYES Lag thread 
ceiling type. Available in type and 


Available in full range of turned eye. 
steel or brass. sizes, Zinc plated. 


SCREW EYES $ & 8 HOOKS U-BOLTS 


Choice of Steel S-hooks Bright zine 
large, medium Steel or brass plated, plates 
orsmalleyes. 8-hooks. Zinc and hex nuts. 
Steel or brass. plated Assembled. 


CUP HOOKS... SCREW HOOKS 
SHOULDER HOOKS = Square bend. 
Brass with firm Available in 
base.Alisizes, steel or brass. 


National advertising... modern unit 
packaging ... and sales-clinching mer- 
chandising displays speed your sales 
of Turnbuckles, bright-wire goods and 
self-locking perforated board fixtures. 
One-source line... combination ship- 
ments from centrally located ware- 
houses...faster service ... lower 
overall costs. Call your jobber or write 
today for new catalog. 


“ONE GOOD TURN (BUCKLE) DESERVES “ANOTHER” 
BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 
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new SALES AIDS 


Fabric Door Model Offered 


A scaled-down working model of the 
Columbia-matic Fabric Door in its own 
dispiay door casing now is available. 
The model displays the door, covered 
with vinyl-coated fabric in a variety of 
decorator colors, in an opening 21” x 
33”. It is ideal for use in demonstrating 
in a dealer’s store or in a customer's 
home how the metal framework door 
may be installed permanently in 30 sec- 
onds, without tools. 

The price of the display is $15. A 
dealer may buy it from a distributor or 
direct from The Columbia Mills, Inc., 
Dept. AL, 368 S. Warren St., Syracuse 
1, N. Y. 
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Spinnable Ceiling Tile Display 
A new spinner display shows Wood 
Conversion Company's entire line of 
Nu-Wood ceiling tile. By rotating the 
sturdy gold-enameled metal frame, each 


of the 12 tiles can be swung into view. 

The display now available is adaptable 

either to wall or counter mounting. 

Wood Conversion Co., Dept. AL, Ist 

National Bank Bldg., St. Paul 1, Minn. 
Circle No. 216 on Hhandy Cover Card 


Teco-U-Grip Display Card 

A new display card for Teco-U-Grip 
joist hangers measures 842” x 11” and 
may be placed either on the counter or 
easily tacked to a wall. A feature of the 
display is a sample of type A-28 Teco- 
U-Grip especially engineered for 2 x 6 to 
2 x 10 joists. 

Teco’s other style of joist hanger cur- 
rently available,.type B-28, is used for 2 
x 10 to 2 x 14 joists. Additional sizes 
of Teco-U-Grips for 3 x 6 to 3 x 14 and 
4 x 6 to 4x 14 structural members will 
be available shortly. 

Dealers may obtain the joist hangers 
and displays through Teco wholesale 
distributors. Timber Engineering Co., 
Dept. AL, 1319 18th St., N. W., Wash- 
ington 6, D. C. 
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Miniature Home Display 
Shows Use of Vina-Lux 

A new miniature house display is part 
of a Spring Profit Promotion kit an- 
nounced by Azrock Floor Products to 
promote its new Vina-Lux 800 Series. 
Customers can see how Vina-Lux can be 
used in any room in the home. 

Azrock’s Spring Profit Promotion will 
be supported by advertising in national 
magazines and will continue through 
May. Among the many display materials 
offered as tie-ins with the promotion are: 
a Vina-Lux 800 Series counter display 
mounted with actual samples of the tile; 
a Vina-Lux Line display showing sam- 
ples of the full line of Vina-Lux vinyl 
asbestos floor tile, and a Vina-Lux 
Merchandiser topped with 9” x 9” sam- 
ples for handy take-out by customers. 

A free Spring Promotion ideas book- 
let available to dealers fully describes 
the many merchandising aids available as 
tie-ins with the spring promotion. The 
booklet may be obtained by writing to 
Azrock Floor Products Div., Uvalde 
Rock Asphalt Co., Dept. AL, Box 531, 
San Antonio, Tex. 

Circle No. 218 on Handy Cover Card 
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oe WILLAMETTE 


HI-HEMLOCK® 
BEVELED SIDING 


also 


End-Matched Factory Flooring 
Dimensions and Timbers 
Teco-Tested Plywood Sheathing 
Lumber for any building need 


Hi-Hemlock® from Willamette has 

long fibers, straight grain and is kiln 

dried. Hemlock holds paint better and will 

take any stain, even very light. From util- 

ity grade on up, Hemlock is ideal for 

many building applications. You can get 

r Hi-Hemlock® Bevel Siding and lumber 


sy ‘ 4, 4, _ for any building need at Willamette, 
4 f Ay) WILLAMETTE VALLEY LUMBER CO. 
é 4 WILLAMETTE NATIONAL LUMBER CO. 


Dallas, Oregon « MAyfair 3-2351 « TWX 80-U 
Member West Coast Lumbermen's Association 
Circle No. 61 on Handy Cover Card 





We're Building Shellac Sales for You! 


Watch for ads promoting 
shellac-finished interiors and bea 
“How to Use Shellac” ideas. sea 


relly sata, fstone shel- 
Display —on 
window streamers. 
Ask your wholesaler. 
Shelloc Information Bureau @ 51 Pine Street, New York 5, N.Y. 
Circle No. 75 on Handy Cover Card 





SPECIALIZED 
INSURANCE 

for LUMBERMEN 
SINCE 1912 


—_—_—— 


Write for our free booklet, You can get real dollar sav- 
ings through safe lumber yard operations, explaining 
how costly unsafe practices can be. It also shows how 
our Safety Engineering department can save money for 
your lumber yard and outlines the many other services and 
savings available. Write Lumber insurance Department. 


KEMPER Chicago 40 
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the only place 
they won't stick 
IS on 

your shelves 


Elmer’s full line turns over fast—and presto! Profits go up. No 
wonder—with all the ads in top consumer magazines backing 
these great glues. Stock all of them. See your supplier or write 
The Borden Co., 350 Madison Avenue, New York 17. 
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make an extra sale 
wherever concrete 
is poured. . .with 


CONTINENTAL 


WELDED WIRE REINFORCING FABRIC 


30% Stronger Concrete Work 

Reinforced concrete bears heavier loads—stays new /ooking years longer be- 
cause the reinforcing fabric controls cracking, minimizes effects of heaving, 
settling, shrinking. And the extra cost to your customer of adding Continental 
reinforcing fabric is less than 10 percent of the whole job! 


Precision Welded on the most Modern Machines 

Continental Welded Wire Reinforcing Fabric is electrically welded on ultra- 
modern machines, assuring clean welds and unitorm spacing. It lays flat and 
rigid for easy on-the-job application. Meets A.S.T. M. Specifications. Sizes 
and styles for most residential and commercial requirements. 


Tie in with National Advertising Theme, ‘‘Is it Reinforced?"’ 

People are asking more and more, “‘Is it Reinforced?" Be ready to make an 
extra sale wherever and whenever concrete is poured. See your jobber or 
write direct today for complete details. 








» REINFORCING BARS FOR HEAVY 

7 CONCRETE CONSTRUCTION 
Continental reinforcing bars provide 
maximum bonding to produce the 
strongest kind of reinforced concrete 
construction. Write for literature. 


fi GALVANIZED WELDED 
WIRE FABRIC 
in popular mesh sizes and widths. 
For window guards, tree guards, ani- 
mal pens, fences, corn cribs, grills, 
etc. Galvanized before welding. 











CONTINENTAL STEEL Koxomo, wor 
KOKOMO, INDIANA 
PRODUCERS OF Farm Fence, Posts, Gates, Barbed Wire, Standard Styles of Galvanized Roofing 


and Siding, Nails, Staples, Ornamental Lawn and Chain Link Fence, Wire Products. Welded 
Wire Fabric (Galvanized—Reinforcing). 


106 Circle No. 64 on Handy Cover Card 





Reel-Fed Strapping Tool 


Called Model 1915, a- new lightweight 
reel-fed strapping tool is designed to 
quickly and economically handle many 
different strapping jobs. Its new type 
gripper opening makes loading and align- 
ing %”, 4%”, %” and %” strap a fast, 
easy job, says maker. The tool may be 
operated by a right or left-handed per- 
son with the reel in front of or behind 
the operator. 

The strapping tool has a continuous 
unlimited take-up eliminating the need 
to precut the strap. Since the seal can be 
placed behind the take-up wheel, there is 
no strap waste. If desired, the seal can 
be placed in front of the take-up wheel. 
The Model 1915 operates smoothly in a 
horizontal or vertical position. A. J. Ger- 
rard & Co., Dept. AL, 1950 Hawthorne 
Ave., Melrose Park, Ill. 
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Ladder That Hoists and 
Dumps Bulk Loads 


A hoisting ladder with a self-dumping 
hopper is especially designed to facili- 
tate handling of bulk loads, sand or grav- 
el and to speed up-the-ladder movement 
of these materials at the job site. The 
ladder requires no special skills to oper- 
ate and it is constructed of lightweight 
aluminum alloy for easy positioning. 

Equipment includes an accelerator-type 
foot control for elevating loads, a fric- 
tion clutch to hold loads at any point de- 
sired and a manual drag brake for posi- 
tive control on descent. Additional fea- 
tures include: non-slip safety feet and 
gasoline or electric power drive unit. 
Bush Mfg. Co., Dept. AL, 900 Rochester 
Road, Clawson, Mich. 

Circle No. 220 on Handy Cover Card 
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With the Master NO. 100 
Display it’s easy to keep this 
fast-turnover line in a prominent 
place. Enjoy the steady, year ~ 
‘round profits that only Master 





























OWOOD features and Master quality 
wens ing can give you. Order from 
tin : D DER 
me os Cr your wholesaler. 
D d ondition O 
OOD do no! n * d 
kes spiri tain : V proof and te 
10 use—“right out of the can.” 15 matchin Make sales faster with 
olo in matchle: ood finishe: ao 
Men tT rane oes Master Padlocks 
MAKE 8 E NTER 
Pal * ALL WOOD PRO EVERY ONE AN OUTSTANDING VALUE 
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Master Jock Company. Milwaukee 45, Wis 
Worlds Largest Padlock Manufacturers 


Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 
1 Time —30c per word for each insertion. 


Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 
Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill 
Phone: Fi 6-7788 





HELP WANTED 








FLORIDA TRUSS PLANT 
Man wanted in vicinity of Tampa experi- 
enced in operating plant building wood 
pe gd —_ with pre-fab or component 
rience preferred; however, man 
with on eagle and iay-out experience in 
the building of trusses and who can sell is 
oy — —— requirement. Address Box L- 
rican Lumberman and Building 
Products Merchandiser. 





DETAILERS—Experienced in shop drawin, 
for all types of Architectural Millwork. 
Please give age, experience, availability and 
sample of drawings, if possible. Permanent 
= ioyment. Salary commensurate with 

ity and eunationt worki conditions. 
Sixty years old midwestern Address 
Box L-40 American Lumberman & Build- 
ing Products Merchandiser. 





WANTED 
Man with experience in estimat' 
ing of lumber, building materi 
modeling work. 
Permanent job with lots of future in South 
Suburban Chicago location 
Will consider enthusiastic trainee with lim- 
ited experience. 
All contacts held in complete ty a pal 
Call Collect or ewe at poy tes for travel cost. 
Contact Ed Mathieu, Western Ave- 
nue, Blue oly Illinois or phone: 
FUlton 5-2430 for interview. 


and sell- 
and re- 





Retail lumber yard catering to “Do a a. 
self Business” is looking for an Se 

and ambitious manager. — x ey 
American Lumberman uilding Products 
Merchandiser. 





Experienced man for lumber and hardware 
establishment in Morris County, New Jersey. 
Must be slate i 

pes ph Sta 


Lum es oa 4 Building Products Slerehen- 
iser. 





POSITION AVAILABLE 

TWO EXPERIENCED WHOLESALE LUM- 
BERMEN 1 for Hardwoods and 1 for Western 
Pine Wonderful op for right men to 
become associa with large Mid-West 
producer and wholesaler. Please submit 
complete resume of experience and educa- 
tion to Box M-21 American Lumberman & 
Building Products Merchandiser. 





SITUATIONS WANTED 








BUSINESS FOR SALE 














Assistant manager, salary plus % of profits. 

Send a ee and recent photo. Ad- 
M-22 American Lumberman & 

Sullding Products Merchandiser. 
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LUMBER MANAGER 

Thoroughly experienced manager, ange? 4 
volume, housing subdivisions, ready mix, 20 
years experience. Base salary plus % of 
profit. Have proven record of successful 
management. Address Box L-52 American 
nena & Building Products Merchan- 
iser 





Bookkeeper, familiar lumber terms, have 
reference distribution yard, consider other. 
ave been self employed for some time. 

Middle age. Address x M-31 American 

aa & Building Products Merchan- 





Man 41, married, non drinker desires posi- 
tion in reputable wholesale or retail concern. 
Have 20 years experience in retail lumber 
and build materials—14 of which owner 
manager. og orga in = phases of esti- 
mating, sales, home ogy and mg 
Avaiiable in September. Ad dress Box M-32 
American Lumberman & Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
WANTED 








Lumber yard available on land contract. 
16. a al % down, up to 15 years to pay. 

uire cash for equipment, inventory. Lo- 
cated Central Wisconsin. Address Box M-36 
American Lumberman & Building Products 
Merchandiser. 





FOR SALE: Good small retail lumber and 
building material business located in North 
Central Indiana in growing industrial and 
eee aaa eg oe opportunity for a, 

purchase a well esta 

ished” ‘business ~~ * a comparatively small 

investment. Contract arranged for respon- 

a ay on real estate and well equipped 

wy? Owner’s health is reason for 

selling. A dress replies to Box M-33 Ameri- 

berman & Building Products Mer- 
chandiser. 





For Sale—Owner retirin b-haaber & Build- 
ing Materials yard in aska. Purchase in- 
ventury 000. Land, Building. ete. lease 
with option to buy. Ideal for man & wife. 
Address Wythe & Son Builders Supplies, 
Homer, Alaska. 





For Sale Lumber yard Paint and hardware 
in central Oklahoma County Seat town of 
8,000. Mdse. and egy 9 Me app. $15,000. 
Good lease and loca Box M-25 
American Lumberman & Building Products 
Merchandiser. 





LUMBER SALESMAN 
Well established Eastern wholesaler wants a 
salesman to handle industrial sales over a 
wide area of the Middle Atlantic States. 
Some experience would be helpful. 
Stitzinger —, Co. 


P. 0. Box 
Philadelphia 18, "Fan: 





BUSINESS FOR SALE 











FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Ideal 
for man and wife. Terms. Address Box K- 
62 American emma & Building Prod- 
ucts Merchandise 





LUMBER YARD & SAWMILL FOR SALE 
Complete circle saw sawmill now operating. 
10/7 on. | ay ler, gang trimmers, lath, 
mill, 2 ste , green chains, 2 Ross 

stradle trupke, 1 fork’ truck. Planer; Yates 
American A 20, d resaw, Canadian — 
mer, and dry chains. Plenty of sheds. Log- 
ing equipment: 6 nore. 2 loaders, 3 Diesel 
bulldozer. Located in one of the 


g 
tractors, 
best markets. Plenty of timber available. 





Also retail lumber yard in grow oil field 
comenaety. Terms can be arr . WELLS 
LUMBER COMPANY, WELLS, S. 


FOR SALE: Established retail lumber busi- 
ness in prosperous, growing central Indiana 
city of 40,000. Annual sales potential $300,- 
000. Needs eupersewed, capable manage- 
pent. Will sell with or without real estate. 

Address Box M-28 American Lumberman & 
Building Products Merchandiser. 





BUSINESS OPPORTUNITIES 











FOR SALE: OAK FLOORING PLANT. 
Ready for operation. Complete ning Ml 
and equipment includes Planin Mil 
Moulder, Moore Dry Kiln, Rail ng. Set 
up for fork lift operation. Somsoun space 
for one million board feet. 10 acres land and 
all necessary buildings. Located in heart of 
raw material ee an achian Oak a 
gion—Pisgah Forest, No Carolina. Ex 
ienced labor ready for immediate opera on. 
Favorable terms available. Box 1111, North 
Wilkesboro, North Carolina. 





Materials Manufacturer, 
Marketing to Distributors, Yards and S 
cialty Contractors in 8 Northeastern Sta 
Desires Additional product lines thro’ 
a Arrangement or Investment. Send 
ull Details on Product Available. Address 
Box M-27 American Lumberman & Building 
Products Merchandiser. 


AAA-1_ Buildi 





Business For Sale In Lower Delaware 

On main highway one-half mile from town 
with large a le storage buildings, 
one six room hemes, § acres of land, eee 





SALE: Large lumber yard. Approxi- 
17,000 Sq. Ft. under ined. Plenty of 
outside storage room. Trackage into yard. 
Excellent office building. Located on high- 
way with Le wee A of rking room. Metro- 
politan julation—250,000 and center of 
rich tural area. Terms. Write Box 36, 
West Moines, Iowa. 





FOR SALE 

Planing mill and resaw. Up to date, all 
electrical. Power conveyors ond Green chain. 
= burner. Build two trucks, two 

hysters. Located Denver, Colorado area on 

acres of leased ground with portable saw 
mill backed by opera i Y million 
feet ee im! Conga y 000 feet 
daily, one shift x M-30 Ameri- 
can Lumberman y Building "products Mer- 
chandiser. 





northern Ohio. Clean inventory. 
Will sell separate or with buildings and 3 
acres land. Address Box M-20 American 
Lumberman Building Products Merchandiser. 


For Sale retail lumber and builders supply. 
Located 


Builders and Developers; write for complete 
information on our exclusive patented com- 
Bung” reversible, wood-aluminum double 

windows. Alcoa aluminum-Schlege 

pile and sponge rubber weatherstrip- 
ping. A tremendous sales builder that atl 
ousewifes want. Reynolds Windows, Inc. 
Huntingdon, Penna. 





For Sale or Lease. One of the finest small 
town lumber yards in the state. Located on 
corner of main street. Ample king avail- 
able. County seat eastern Oklahoma. Ad- 
dress Box -35 American Lumberman & 
Building Products Merchandiser. 





THINKING OF MANUFACTURING 
HOMES OR COMPONENTS? 


Management time is valuable! Let specialists 
in this field help you plan your procedure. 
Concrete facts from studies, not guesses, 
lead to a more practical plan of procedure. 
For more information at no obligation, 
write, call or wire, Champion Industries, 
Inc., P. O. Box #2, Bellville, Ohio. Phone 
Tuxedo 6-2181. 





RAILS WANTED 








RAILS: New and Relay. Bought ae acts. 
1000 Mag ee if, "tru icks in st 
on Ave., New 


M. FRANK, 
York 17. 400 Park E bide. ington “Ave, 


April 11,.1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








MACHINERY FOR SALE 











CRANE FOR SALE $7500 
L 40 Lorain %4 yd. Crawler ‘Crane with 
poi caterpillar diesel e 
intained; excellent condi 


if you would like to trade lumber for it, call 
lect the Eastern wholesaler owner Phila- 
delphia, Penna. Chestnut Hill 8-0600. 





It’s hard to believe if you haven’t seen 
it, but one man can actually do the 
work of four in warehousing mate- 
rials, with simple, low-cost equip- 
ment. Greater capacity, lower han- 
dling cost and a smaller investment 
in equipment will make your ware- 
housing more profitable—send for 
details of an exclusive plan. Address 
Twin-Tilt, P. O. Box I-6, Cincinnati, 
Ohio. Please give name and title on 
your business letterhead. No obliga- 
tion. 





FOR SALE: American Sticker 10” x 8” 4 
Head—20 H. P. 3 Ph-Motor with Starter box. 
Also gear box between motor and sticker. 
} Lot of  Mneene—eomnpiate with belts. All 
or . 
Logansport Lumber Co. 
Logansport, Ind. 





FOR SALE 
Changing models permits offering following 
units, kept in fine condition maintenance 
contract: 
Clark Ross Lift Truck model 10H, 28’ lift, 
72” forks, 38” to 66” side _ carriage, 
operator’s guard. Price $4,650 
Clark Ross Straddle oe - ie 70-6675. 
Price $3,650.00 FOB Ch wee 
HUSS LUMBER COMPANY 
1350 W. Fullerton Ave. 
Chicago 14, Illinois 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
i19 North Fourth Street 
Minneapolis 1, 





For Sale—Approximately 200 pcs six foot 
or, kiln trucks, channel frame. KLATZKY 

OTHERS, INC. P. O. Box 14, Houghton, 
Michigan. Phone No. 122. 





TIMBER FOR SALE 


For sale or lease 27,000 
acres. Finest timber & timber 
lands. Established Quail preserve 

North Central Florida 


Address Box M-29 American Lumberman & 
Building Products Merchandiser. 





MISCELLANEOUS WANTED 











Wanted to Buy 
One used paint shaker, Good condition, 
prefer Red Devil bea pom le. Will pay 
freight collect. G Lumber, 1009 So. 
Henry, Bay City, M chigen. 





BED SLATS WANTED - Producers in Mid- 
West wanted to supply 5000 to 7500 Bed Slats 

r month the year around. Moisture content 
umber not to exceed oe. Slats 244” wide, 
13/16” thick, 55” ane lengths, edges 
along length bevelled 


ROYCE MFG. CO. 
X 257 
POMPTON LAKES, N.J. 





ADVERTISERS’ INDEX 





American —— = Shellac 

Manufacturers Assn. ............--5-+- 105 
American-Saint Gobain = paces Kens 57 
American Sisalkraft Co 


Barclay Mfg. 
Beverly Mfg Mfe. C 


Borden éo “The 
Burro’ Corporation 
Buss Machine Works, Inc. 


California Redwood Assn. 
Clarke Floor Machine Co. 
Columbia Mills, Inc., The 
Consumers Glue Co. 

Continental Steel Corp. 


DeKalb Commercial Body Corp. ........ 
Deniston Co., The 
Dexter Lock Division, 

Dexter Industries, Inc. 
Dicks-Armstrong-Pontius, Inc. 
Duo-F 


44 
du Pont de Nemours & Co., Inc., E. I. 100- e 


Durham Co., — 
Dur-O-waL D 
Cedar Rapite” Block Co. 


Fastener Corporation 
Filon Plastics Corp. 
Flintkote Co., The 
Ford Div. of Ford Motor Co. 
Formica Corporation, 

Sub. of Cyanamid 
Friden, Inc. 


Georgia-Pacific 
Goshen Mfg. Co., The 
Graham & Co., Inc., John H. 
Griffin Co., G. W. 


Hager & Sons Hinge Mfg. Co., C. . 
Hastings Aluminum Products, Inc. 
Homasote Company 


Independent Lock Co. 
Inland Steel Products Co. ......... 


Kaiser Aluminum & 
Chemical Sales, Inc. 
Kennatrack Corp. 
Sub. of Ekco Sroducts Co. 
Kentile, Inc. 
Kewanee Manufacturing Co. 
Keystone Steel & Wire Co. 


Libbey-Owens-Ford Glass Co. 
Lumbermens Mutual Casualty Co 


Macklanburg- enoen Co. 
Master 

McCloskey Varnish Co. 

Millers Falls Co. 

Minnesota Mining and Mfg. Co. 
Minnesota Paints, Inc. 


National Gypsum Co. 


Osmose Wood Preserving Co. 
of America, Inc. 


Pacific Lbr. Co., The 

Pickering Lbr. Co. 

Pierce & Stevens Chemical Corp. .. 
Plastic Products Co. 

Ponderosa Pine Woodwork 


Quaker State Metals Co. 
R-B Co., The 


DR, BS. shaw Uae ans os co clbeccvense 88 
Skil Corporation 

Southwest Forest Industries 

Standard Tile Co., Inc. 

Symons Clamp & Mfg. Co. 


Templin Associates, Inc. 
Tennessee Stove Works 
Timber Engineering Co. 
Trinity White Cement 
Turnbuckles, Inc. 


ag States eo. Wool Company ... 
U. Plywood 83 
Unive C.LT. Credit Corp. 


Waterlox Division, 
Th 


e Empire Varnish Co. 
Welsh Plywood Corp. 


hi 
Willamette National Lumber Co. 
Willamette Valley Lumber nae 
Wood Conversion Co. ..... 
Youngstown Manufacturing, Inc. 


Zonolite Company 
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(Here's the one that ) 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WATER 
PUTTY 


WILL NOT SHRINK 





STICKS AND STAYS pir 
t 


Most dealers report: { 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
ont, year after 
year.” What’s more, 
Durham's Rock- 
Hard Water Putty 
giv es you by far the 
st profit margin on 
F any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. * Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 67 on Handy Cover Card 








SYMONS 
Steel Stake 


F Pullout hole 


for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C 


“1” beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30", 36” 
and 42” sizes. 


Syms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. D-O 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name 





Firm sncinemappnntentinennmusene 


Address___ 





_Zone__State. 


Circle No. 68 on Handy Cover Card 





what's the PRICEP 


Dealers appeared to be holding their prices firmly in line dur- 
ing March, with contractors getting few bargains as a result of the 
severe bout of winter weather assaulting most parts of the country. 
Any softness of price appeared in the midwest regions, but even 
here the price levels appeared to be holding at mid-winter ranges. 
No evidence was found among reports received of the drop in 
price at the mill level on some lumber and plywood items during | 
February and early March. 

Considerable merchandising skill is revealed in many of the 
current price lists analyzed for this issue’s report. Dealers have 
selected one or two items on which to be extremely competitive, 
but carry other items at higher than competitive prices. This 
equalizing of profit yield through price management is a tech- 
nique well worth studying, if leading dealers’ profit results mean 
anything. 














Current Retail Price Range 
Retail prices to typical one-house contractors, based on current American Lymberman reports received from leading dealers 
| Zone} Zone 2 Zone3 | Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 
| North Middle South | East North | East South |West North | West South | Mountain 
Atlantic Atlantic Atlantic | Central Central | Central Central 
| Lew High Lew High Low High High Low High | Low High Lew High Low High 
LUMBER: ; 2s eee ek Wes a & ae eee ee ey ee 


} 
| 
Douglas fir: } 
| 


Dimension: | | 
Std. & Btr. green R/L 2x4 | . 140. . $130, | 

Std. & Btr. dry R/L 2x4 | ; . } . 138. , | 160. 

Std. & Btr. green RA 2x10 | 

Std. & Btr. dry 2x10 RA 


West Coast Hemlock, White Fir: 





Dimension: 
Std. & Ber, dry R/L 2x4 
Std. & Btr. dry R/AL 2x10 
Western Pines: 
Boords: 
No. 2 & Bir. dry 1x8 R/L SAS or shiplap 
No. 3 & Btr. dry R/L 1x8 S45 or shiplap 
Southern Pine: 
Dimension: 


No. 2 & Btr. dry R/L 2x4 
No. 2 & Bir. dry R/L 2x10 


Boords 
No, 2 & Br. dry R/L 1x8 S45 or D & M or 
shiplop 
Hardwood Flooring: 


Select Ook 25/32"x2'."" Plein sewed 265 
Ne. | Common Ook 25/32" x 2'("" Plain sowed 


Interior Softwood Paneling: 
No. 2 Ponderosa Pine R/W 
Wood Siding 
Redwood Clear All Heart bevel siding 3/4” x 
“ge Cedar bevel siding 3/4” x 10” 
Wood Shingles: 
Coder shingles 5/2 +1 16" -5X 18. 











PLYWOOD: 


Fir, 1/4" DFPA-AD interior glue ‘ 
Fir, 1/4" DFPA-AC exterior glue 140. 
Fir, 3/8" DFPA-CD sheathing interior glve 
Fir, 1/2” DFPA-CD sheathing interior glue 
Fir, 5/8" DFPA-CD sheathing interior glue 160. 








MILLWORK: 


Phil. mohogony (Loven) flush door 
1-3/8"-2-66-8 

Birch flesh door 1-3/8" - 2-6x6-8 

Devble hung window unit 2-4x4-6, set up, 
glezed weotherstripped and belanced 


et ees nis as is de a CR a ee A ke ODD ee ee ce 





BUILDING MATERIALS: 
Ovtside white point, first grode | 665 6.90 | . s A5| 6.40 ‘ . . , 5.85 
8d common steel nails | 13.26 13.50 | 15.50 ; a \ 4 ‘ 

Mineral woo! insolation, tull-thick bett | 72. 75. . 80. . ce ‘ b * . . 77.50 
Ceiling Tile 12x12” . 140, . 157.50 . . 130. 

1/2” inseleting beilding board | 81. 90. 85. 90. 68.50 85. 79. 80. 
25/32" insuloting shecthing » 140. 125. 140. s . 4118. ‘ 135. b . 

3/8” gypsum wallboard 152. 54. . 60. 53. 145. 60. } ; é ; 50. 
1/8" tempered hardboard 110. 120. = 122. 105. . Wu 120. 120. F See 120. 4 
215« thick butt esphelt shingles 7.95 8.85 7.90 9.25 : J 8. . a a a . 7.30 8.50 
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| Slay Competitive... 
FOR EVERY BUILDING SUPPLY Use This Handy 


ACCOU NTING PROBLEM | Cover Gard... 
A PROWED at oe rp 
BURROUGHS “Sule 


Call our nearby branch today and have an experienced Burroughs Systems 

Counselor demonstrate the proved answer to your problem. Burroughs 
Corporation, Burroughs Division, Detroit 32, Michigan. 

SLPS VSS sesessseessysssSSSSL SSS SSSSSSSSSSSSSSSSSLSSLS SLI SS SS SSS SSSSSSSSSSSS SESS 
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Fastest to use - 


Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 
your business. 





Cash Registering Machines—provide posi- 
tive cash control, double as adding ma- 
chines. Hand-operated or electric 


P 600 Accounting Machines—handle com- 
plete accounting system—journals, gen- 
eral ledger and all—for small dealers 


Series C Duplex Calculators—tfor inventory 
control, fast invoicing. Rapidly compute 
board feet, multiply price per M. 


De AP RE LELE LEE LP LE ME A 


9900099 OOO OOOO O8 











RRR 9 2 2 2k 2k ok oR KOK © ok KK OK OK KK 





2 
pa * : ; 
% a $ | Mail the completed card and we will rush the 
= > inquiry to the manufacturer. No ,ustage is re- 
vr > quired. 
4 
Ww ° \ 
w . : in a 
> } 
* ° | : p 2 
, vd 4 . This card good until July 15, 1960 
Duplex Adding Machines—eliminate figure Hand-Operated Adding Machines—com- @ Full-Keyboard Adding Machines—avail- d , 
pron ei Can —e “ e~ consecutive bine operating guns and quality results @ able in a byes = range of capacities, 
columns, print grand total automatically. t t 1] i oe | tions and colors to lit your needs 
with exceptionally low price D4 unctions @ Ex ne * Advertised Products 
Wloafo ao ekenfe alo oteads oleate ote olente-aze ate ole ele ate oleae oleae ere alone ele ole leale ole eleate aleele eleaze ere ete oleate sie ele aldo ate ore ele are ere nloale ale sleace ale ale ele eleeceeleele AZo efe afo ate ote ake afeato ate ete ore ote ote ole eleatentonte ele eteetontes: ! 
* ia z April 11, 1960 | 
% kg * 1 2 3 #@: 3 € ? Aa? we eee 
Hi ye > } 14 15 16 17 18 19 20 21 22 23 24 25 26 
% “ e 7BwBeaeanvNvr rd wNHWwUH HW BB WD 
% e * 40 41 42 43 44 45 46 47 48 49 50 5i 52 
% Ww ; | 53 54 55 56 57 58 59 60 61 62 63 64 65 
* Dk ¢ e 66 67 68 69 70 71 72 73 74 75 76 77 78 
* a 2 ( 79 80 81 82 83 84 85 86 87 88 89 90 91 
§ ye = | 92 93 94 95 96 97 98 99 100 101 102 103 104 
x > ! 105 106 107 108 109 110 111 112 113 114 115 116 117 
% 10-Key Adding ‘Machines — high speed Ww Micro-Twin Microfilm E. uipment—perma- - f jess Typing Accousteg Machines—com- d 118 119 120 121 122 123 124 125 126 127 128 129 130 
adding, subtracting and multiplying. Wide nently stores records. Pays tself in @ ine descriptive and numerical account- | 
: choice of capacities, features, colors pane aul filing cabinets Saied. we @ ing. High-speed. Versatile _ 132 133 134 135 136 137 138 139 140 141 142 143 





* 
49399) aa a cc as RRWH MMMM EWM MMRDIMIMIRIK k HIKE IM EIRIERIRIEIE 
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a 
w 
(eae 6 
* Ww 
4 x > Eid ' New Products, Sales Aids, Equipment, 
t + Des i 
* a ¢ | and Literature 
° 
* xv o | 201 202 203 204 205 206 207 208 209 210 211 212 213 
% se $ ; 214 215 216 217 218 219 220 221 222 223 224 225 226 
X se e | 227 228 229 230 231 232 233 234 235 236 237 238 239 
% e 240 241 242 243 244 245 246 247 248 249 250 251 252 
% x > 253 254 255 256 257 258 259 260 261 262 263 264 265 
% OA : Detiiees < ; : 3 @ Valid & Receipting Mach scibiaidiies j 266 267 268 269 270 271 272 273 274 275 276 277 278 
eta that Gan accumulate entries se Control Input Equipment—provides $  yige tight locked-in control and protection | 279 280 281 282 283 284 285 286 287 288 289 290 291 
} ‘buti ] punched tape or punched cards as auto- > { ees oes ~ lt | 
z in 19 distribution columns. se matic by-product of accounting operations. p of receipts, eliminate disputes. 
SOO ORR ORR AR RI I AR I OK ARI AK I I AK 2 2K 2K KKK KK } 
Name Title 
Company 
Burroughs Corporation | 
, { Address 
“NEW DIMENSIONS | in electronics and data processing systems” i 
‘ City Zone State 
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Here’s the handiest card yet — 


@ ne turning back to find the card as 
you turn the pages. It’s always in 


front of you. MA 


@ covers both editorial and ads. 


@ just one inquiry brings you the 
latest facts from all manufacturers 


checked. 





FIRST CLASS 
Permit No. 777 
CHICAGO, ILL. 
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This is one of the many distinctive Kentile® Floors featured in the steady Kentile advertising in irk, ey 
LOOK, THE SATURDAY EVENING POST and 17 other leading magazines plus 51 Sunday Magazine Sections. Be 3 








z 
< 
a £ 
Sy o a . 
qeze ~ > 
THE Rc | ot 
s71f2 @g@m Z 
>» st <x — 
w E> = Qo x BIGGEST ADVERTISING IN THE TILE BUSINESS AL 
= £ = ° ° ° Vv 
a 6 2 tells your customers a convincing quality and value story THREE MORE REASONS WHY 
wzoiy 2° : Pe KENTILE FLOORS ARE EASIEST TO SELL 
wse!/2@a > | ... keeps Kentile Floors in demand all the time. And over 
z2a 3 5 wy tu ¢ Top Quality ... backed by the famous 
wei = z 150 warehouses across the country make sure you won’t Kentile guarantee! 
a ea : > > . ¢ Complete Line: Vinyl Asbestos, As 
= ' Mss a single sale. They re ready to fill your needs com- phalt, Solid Vinyl, Rubber and Cork Tile 
a pletely ... to supply you with anything in the entire Kentile ¢ Hi-Fi Paper Samples (perfect repro 
i ; , a ductions of tile colors ) end sampling prob 
line... make deliveries to you usually within 24 hours! lems . . . take little space! 





For complete information, contact your nearest Kentile Floors Distributor (see Yellow Pages) or Kentile Office shown below, 


DEINE BROORE 


58 Second Ave., Brooklyn 15,N.Y. © 350 Fifth Ave., New York 1,N.¥. © 3 Penn Center Plaza, Philadelphia 2, Penn. © 55 Public Square, Cleveland 13, Ohio 
900 Peachtree St., N. E., Atlanta 9,Ga. © 1016 Central St., Kansas City 5, Mo. © 4532 So. Kolin Ave., Chicago 32, Ill, © 2834 Supply Ave., Los Angeles 22, Calif, 














